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THE NATIONAL NEWSPAPER OF MARKETING 


Rising Inventories 
Plague Whisky Makers 


TV Shows on 
ilm Soon, Says 
&R’'s Telford 


New YorK—Within a year 
parly all TV shows will be on 
im. 
This is the prediction of Frank 
lford, producer-director of “Sil- 
r Theater’ (CBS), who is de- 
onstrating that a filmed telecast 
ed not be more expensive than 
live one. 
Young & Rubicam recently sent 
. Telford to Hollywood to work 
ith the Jerry Fairbanks studio 
the filming of the 30-minute 
mnternational Silver dramatic tele- 
ast. Filming the show, which had 
m carried live since its incep- 


Memon last fall, was viewed as a 


Mrictly experimental move. 

International Silver and Y&R 
ire so pleased with the experi- 
hent that the show will be filmed 
8 Hollywood for the remaining 13 
yeeks of the current season. Tal- 
t-production cost for the tele- 

will remain $7,500 weekly. 


Careful planning, which has 
hade possible efficient use of 
erybody’s time, has enabled the 
iow to switch from live to film 
ithout increased production ex- 
pnses, Mr. Telford explained. 

“We know what we want before 
le start shooting. And we use 


GIFT OFFER—Renuzit Home Products Co., 
Philadelphia, on April 1 will break a 
spring campaign for Super Renuzit dry 
cleaning fluid in 38 cities in northern and 
eastern states. Newspaper ads of 600 
and 1,000 lines and copy in The Ameri- 
can Weekly will kick off the drive and be 
followed by TV demonstrations and spot 
announcements. McKee & Albright is the 
agency. 


the television technique of shoot- 
ing with three cameras simultane- 
ously,” he said. “Films in the past 
have been very expensive because 
they made 30 or 40 shots and then 
decided what they wanted. We de- 
cide what we want, then take one 
shot.” 

Mr. Telford’s reasons for seeing 
films especially made for TV as 
an important factor in the future 

(Continued on Page 4) 


iles’ Waddington Demands Radio 


lets Cut Rates in Major TV Cities 


TV Conferees Hear 
Success Stories from 
Kraft, Field’s, Others 


Cuicaco—Radio networks last 
eek were asked to cut their radio 
ates in cities where television is 
aking its greatest inroads. 

The request came from L. E. 
faddington, radio and television 
irector of Miles Laboratories, 
khart, Ind. 

Speaking before the second an- 
al National Television Confer- 
ce here, Mr. Waddington sug- 
Bsted that the networks should 


Seduce their rates in the same pro- 


For other news of the TV con- 
ence see Pages 6, 67, and 70. 


Ortion that television viewing has 
Pduced radio listening. 
“We are looking forward to the 
ay,” he continued, “when radio 
Btworks will sell the network 
hinus the basic, or TV cities. Then 
© can really climb on the televi- 
On network bandwagon. That is 
challenge to the nets who are 
es to old friends for TV sup- 


Mr. Waddington said that his 
pmpany and his agency have 
fard many television success 
Ories, but very few such stories 
Package goods. “Where are the 
ackage goods successes?” he 
pked. “How about soaps and simi- 


lar products?” 

He introduced this problem faced 
by Miles with a visual presenta- 
tion of the company’s over-all ad- 
vertising program and explained 
how each medium used was fitted 
into the plan. 

“A manufacturer of small prod- 
ucts with wide distribution and 
successful radio advertising re- 
sults,” he said, “has a difficult de- 
cision to make when confronted 
by television. 

“Budgets are stretched to the 
limit, new ventures are difficult to 

(Continued on Page 72) 


Good Ad Men... 


Rare in the hinterland. 
See ‘Salesense,’ Page 
66. Other features: 


Advertising Market Place 
Along the Media Path 
Business Paper Linage 
Coming C ti 

Creative Man’s Corner 
Department Store Sales 
Editorials 
Employe Communications 
Eye and Ear Dept. 
Getting Personal 
Information for Advertisers 
In Washington 
Obituaries 
Photographic Review 
Rough Proofs 
Voice of the Advertiser 
You Ought to Know 
What They’re Saying 


Demonstration 
of Appliances 


in Homes Gains 


N. Y. Dealers Increase 
Radio and TV Campaigns 
to Make Buying ‘Easier’ 


New YorkK—If you want a tele- 
vision set, a washing machine or 
a vacuum cleaner, you don’t need 
to stir out of your own living room 
in this area. Any number of com- 
panies are vying for the privilege 
of delivering such appliances as 
these to your door “without charge 
or obligation.” 

Back to peacetime selling at its 
best, appliance distributors and re- 
tailers are battling for the con- 
sumer’s dollars with newspapers, 
radio and TV as weapons. Tech- 
niques vary from store to store, 
but most of them emphasize home 
demonstration. 


mw On the Bedford Stores’ telecasts 
of college and professional bas- 
ketball games over WPIX, sports 
commentator Mel Allen doubled as 
pitchman. One Saturday afternoon 
his offer was an RCA Victor tele- 
vision set installed in the homes 
of the first 50 persons who called 
—‘“and in time for all the big Sat- 
urday night shows tonight.” 

The offer evidently was a suc- 
cess. The following week Bedford, 
through Mr. Allen, offered to in- 
stall RCA video sets in the homes 
of the first 120 persons who’ tele- 
phoned and asked to have them in 
time to see “tonight’s big shows.” 

Other products advertised on 
this series, which was coopera- 
tively budgeted, were the Bendix 
Economat and International Har- 
vester refrigerator. Arnold Cohan 
Corp., agency for Bruno-New 
York, distributor for RCA, Bendix 

(Continued on Page 38) 


85% of Dealers Tie 
in with Culligan 
Spread in ‘Life’ 


NoRTHBROOK, ILL.—Culligan Ze- 
olite Co., which provides a water 
softening service through ap- 
proximately 1,000 franchised deal- 
ers throughout the United States, 
will run an ad in Life March 20. 

It will also set a number of re- 
cords, the company believes; re- 
cords like these: 

1. The ad is a b&w spread, cost- 
ing $31,234 at the one-time rate, 
probably a record for a single ad- 
vertisement for a water softening 
service. 

2. It will list every one of the 
Culligan dealers—almost 1,000 of 
them. 

3. It will be actively supported 
at the local level by an unprece- 
dented 85% of the dealers in the 
Culligan organization. 


s Culligan always gets good tie- 
up support from its franchised 
dealers, even though it gives away 
practically no tie-in material, and 
requires dealers to purchase most 
of the material they use. 

But the Life ad has really hit 
the jackpot in this respect, perhaps 
setting a new high in dealer re- 
sponse to a national ad. At this 
writing, more than 80% of the 
dealers in the Culligan organiza- 
tion have ordered one or more of 
the merchandising tie-ups built 
around the ad, and the final figure 
is expected to reach 85%. 

Here are some of the figures: 


a A tie-up three-column by six- 

inch newspaper ad mat was sup- 

plied free to each dealer, to run 
(Continued on Page 70) 


Last Minute News Flashes 


Lucky Strike Now Alternates Two Themes 


New Yorx—American Tobacco Co., which started a “Never a rough 
puff in a Lucky” newspaper-radio-TV campaign several weeks ago, 
has introduced an alternating theme in newspapers—‘Scientific tests 
prove Lucky Strike milder than any other principal brand.” Both 
themes are running on a test schedule in newspapers in 30 cities. The 
“scientific tests” pitch will be used as an alternating theme with 
“Never a rough puff” on Lucky’s radio and TV shows soon and 
probably will be extended to magazines. The company has not yet 
decided whether both themes will continue to be used or whether 
one will receive major emphasis. Batten, Barton, Durstine & Osborn is 


the agency. 


Sinclair Using 34 Stations for RD-119 


New YorkK—Sinclair Refining Co. will use nearly 3,500 radio spots 
on 34 stations during the next 13 weeks to introduce new Sinclair 
anti-rust gasolines containing RD-119. The company also is spotting 
programs on 12 midwestern and southeastern stations, and it has added 
another wrestling program, over WGN-TV, Chicago, to its TV schedule. 
This radio-TV promotion will supplement a previously announced 
newspaper drive, breaking tomorrow (March 14) in 200 newspapers 
in 145 cities. Morey, Humm & Johnstone is the agency. 


Campbell Uses Magazines for Franco-American 


CAMDEN, N.J.—Campbell Soup Co. will break a new campaign for 
Franco-American spaghetti in the March 20 issue of Life and in April 
issues of Better Homes & Gardens and Woman’s Home Companion. 
Promotion for Franco-American beef gravy, which broke in the March 
6 issue of Life, will be continued in April issues of four women’s service 
magazines, Dancer-Fitzgerald-Sample, New York, handles the account. 

(Additional News Flashes on Page 71) 
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Consumption Down; War’ 
of Price and Quality 
Looms as Straights Gain 


By JOHN CRICHTON 


New YorK—The liquor business, 
as it rolls into 1950, is beset by 
problems. 

In the first place, liquor con- 
sumption has been declining grad- 
ually since 1946. 

In the second place, the inven- 
tory carried by many distillers is 
considerably larger—and richer in 
aged whisky—than in any year 
since the war. 

In the third place, liquor is hav- 
ing- rough going on two important 
legal and political fronts, fair 
trade and taxation. 


s These factors are causing much 
worry in the industry. Reliable 
industry sources are most con- 
cerned about the plight of the li- 
quor wholesaler, the traditional - 
distributor in the business. The 
wholesalers are caught in a three- 
way trap: their unionized sales- 
men want more money (and dis- 
tillers aren’t increasing markups 
for wholesalers); they are under 
heavy pressure from retailers for 
“deals” (i.e., larger discounts on 
cases); with the distillers firmly 
committed—at least publicly—to 
price maintenance, wholesalers 
who go along on deals with re- 
tailers are whittling away at their 
profits. 

The problem of liquor consump- 
tion, industry leaders think, is 
largely one of price. Hence the 
pressure of the industry on Con- 
gress for lowering taxes, and the 
point of sale drive in package 
stores to remind consumers that 
most of the price of a bottle is 
taxes. 


a “If we could get rid of some of 
the taxes,” industry thinking runs, 
“we could reduce our prices, and 
do something about the falling 
curve of buying.” 

On the other hand, distillers 
know that sales of wine and beer 
are increasing, tax or no tax. 

There has also been a sizable 
shift in media, with more distiller 
dollars, relatively, going into dis- 
play and promotion, and more 
spending in newspapers as com- 
pared to magazines. 

In recapping 1949, the Magazine 
Advertising Bureau found that the 
“Beer, Wine & Liquor” classifica- 
tion spent $26,847,000 in 1949, 
compared with $27,120,000 in 1948, 
a drop of 1%. 

According to Publishers Infor- 
mation Bureau, these were the ex- 
penditures of the Big Four dis- 
tillers in magazines, farm papers 
and magazine sections in 1949 and 
1948: 


Seagram 
Schenley 
National 
Hiram Walker 


1949 1948 
$5,574,237 $6,018,592 
4,653,919 3,831, 
2,825,443 3, 
1,710,258 2, 


020,881 
423,243 


In addition, distiller sales execu- 
tives were making renewed efforts 
to merchandise their advertising to 
sales personnel, both company men 

(Continued on Page 68) 
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Recht Opens Own Business 


William Recht, formerly vice- 
president and a director of the 
Sun Chemical Corp., New York, 
has established his own business 
at 50 Church St., New York, for 
the sale of products used in the 
graphic arts industry. G. A. Miller, 
who has been associated with Mr. 
Recht for the past 20 years, is a 
member of the new organization. 
He is a specialist in printing inks 
and lithographic machinery. 


ABC Signs General Mills 
General Mills, Minneapolis, will 
sponsor the finals of Chicago’s 
Golden Gloves boxing bouts over 
ABC-TV on March 29. Knox 
Reeves Advertising has cleared 
time on 31 stations, six of them to 
be serviced by video recordings. 


KLX 


1 COVERS OAKLAND, CALIFORNIA 
AT LOWEST COST PER 1,000 


Represented nationally” | 
by Burn-Smith Co. Inc 


RCA’s TV Camera 
for Industrial Use 
Shown to Engineers 


New YorkK—Radio Corp. of 
America has developed a compact 
television unit for industrial and 
educational use. Built around a 
new pickup tube called the Vidi- 
con, which is about one-tenth the 
size of the average TV camera 
tube, the unit is expected to. cost 
about $6,500. Delivery is promised 
in six months. 

The unit was a part of the RCA 
display at the annual convention 
of the Institute of Radio Engineers 
here last week. 

The video unit, which can be 
adapted to produce pictures in 
color, has a 16mm movie camera 
and a master control monitor that 
weighs little more than an ordi- 
nary suitcase. 


= RCA engineers gave details, for 
the first time, on new commercial 
ultra high frequency TV equip- 


= 


ment now available. Tubes, cir- 
cuits and other components needed 
for UHF frequencies are being 
tested by NBC at its experimental 
station at Bridgeport, Conn. 

At the opening session of the 
institute, Dr. Allen B. DuMont of 
DuMont Laboratories demonstrated 
a color system designed specifically 
for medical, industrial and mer- 
chandising purposes. This indus- 
trial system will sell for less than 
$20,000. 


ETTV to Move Operations 


Television Station KTTV, Los 
Angeles, in the near future will 
move its operations to the Nassour 
Motion Picture Studio at 5746 Sun- 
set Blvd., Hollywood. The move 
will not interfere with independent 
motion picture organizations pro- 
ducing pictures at the Nassour 
Studio. 


FC&B Transfers Cooper 
Eugene W. Cooper, of the Chi- 
cago office of Foote, Cone & Beld- 
ing, has been transferred to the 
San Francisco office as account 


supervisor. 


It’s from watching our sales chart. Been that way since we started 
advertising in The Des Moines Sunday Register! 


You’ve got to look up to Iowa for the unusual market it is. 
But you don’t have to spend any time looking up the best 
way to cover it. That’s The Des Moines Sunday Register. 

Here’s the story in a nutshell: 

MARKET—Really 2 markets. Urban-wise it exceeds 
St. Louis, Boston, Cleveland, San Francisco. Farm-wise it 
has no equal. Total spending, 5 billion yearly! 

COVERAGE—The Des Moines Sunday Register domi- 
nates in 82 of Iowa’s 99 counties with 50% to saturation 
coverage. In no county does it have less than 25% coverage! 
The Des Moines Sunday Register has 500,000 plus circula- 
tion. Only 9 other cities have papers that big. It ranks with 
America’s first 7 Sunday papers in general advertising linage. 

LOGIC—Reach this big market—the whole state—in The 
Des Moines Sunday Register at a milline rate of $1.63! 


PACKAGES A STATEWIDE URBAN 
MARKET RANKING AMONG 
AMERICA’S TOP 20 CITIES 


THE DES MOINES REGISTER anv TRIBUNE 


ABC Circulation September 30, 1949: 
Daily, 363,066—Sunday, 520,338 


Om doy we saw 2 young bomemaber 
om a Jewel fund wore, purahing over whch 
beawrjal fresh wegerable she showld tabs 
heme for downer The proce teams, the 
bemceals, the carves. . they all eked se 
tem pormg, the could hardly decide 


“0 dent bao how they de.” the 
smerveted, admoring the bright beowty and 
emp perfecto of aur fre produce 
“Garw Vee beagle "man every bond of 2 
frou and vngriable there ot Vowel thes 
bot pear — from apples te wucchum. Ard 
sorry tome, theyfoe me free and fine I 
coals de mach betwee of I had ay on 


Gong myiell yun before mvaliome * 


ther women ane 


behind the scenes as she visits 


peop <r y 
SEWEL STORE really hagpen / 


tet dew, ond van wnt and puted coer 


“Hew cor cam Newd de a the 


be macgerng.” the hechared — “spersally 
ow when co many fee tags her we 
com frum se for away Bor they arver, 


Next Week ! A real-life BETTY takes you 
FRESH 
with Jewel's produce buyers 


ATO OF HD TREY PAPERS Ae WE LEARNS Atk ABORT THY SOMME OF FONG um THE “PRIEUNE” FRY THY HHDOY 


BEHIND THE SCENES—Jewel Food Stores opened a new institutional series of ads in 

the Chicago Tribune last week with this page on “Betty in Wonderland.” Half-pages 

for the next several weeks will concern fresh fruit and vegetable buying by Jewel. 

The chain also uses three other Chicago dailies and scores of Chicago-area suburban 
papers for price copy. 
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FRUIT AUCTION 


A.Bany, N. Y.—An intensive ad- 
vertising program for Blue Ribbon 
potato chips was launched last 
week by A. A. Walter & Co., 
through Norman D. Waters & Asso- 
ciates, New York. In addition to 
b&w pages in grocery and chain 
store papers, the product is being 
featured on the Martha Dean show 
over WOR, New York, and on the 
Martha and Vern show over WGY, 
Schenectady. 

Starting the first week in April, 
1,500-line ads will be used in the 
Brooklyn Daily Eagle, New York 
Journal-American, New York Daily 
News, New York Mirror, as well as 


Blue Ribbon Potato Chip Drive Opens 


in three New York Yiddish lan- 
guage dailies and nine Westchester 
county dailies. 

Newspapers in Albany, Schenec- 
tady, and Troy will also be used. 
These ads will run on different 
schedules, but will average weekly 
insertions or oftener. 


Appoints Critchfield Agency 

Critchfield & Co., Chicago, has 
been named to handle the advertis- 
ing and promotion of Fort Dodge 
Laboratories Inc., Fort Dodge, Ia., 
manufacturer of pharmaceutical 
products. Publications in the drug, 
medical and animal husbandry 
fields will be used. 
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The Comics magazines bought each month would .uwake a single stack 
256 times higher than the Empire State Building. 


Modern research, however, has never been able to count the actual number of readers. 
But we have been able to find out a lot of things about comics readers through a 
special Starch study. 


Of the FAWCETT COMICS GROUP readers under 20 years of age, about 70% are in the 
8 to 15 year age bracket, 10% are 6 to 7 years old and 20% are from 16 to 19. 
58% are boys and 42% are girls ... and they are an important segment of the 
4 BILLION DOLLAR CHILDREN’S MARKET (yearly income from allowances and 
earnings). A lot of purchasing power here! 


And do they influence family buying? 


Starch reports that 90% of mothers interviewed said they bought the brand of cereal 
asked for by their children and 83% bought the kind of desserts, tooth paste and 
hair tonic their children preferred. Even 15% bought the make of automobile their 
youngsters wanted. 


And who do you think buy the Comics Magazines? 


40% of the seven year olds and nearly 60% of the 12 to 17 year group buy their own. 
And for the 6 to 9 year olds nearly 50% are bought by parents. 


Comics Magazines offer advertisers direct and responsive contact with millions of 
children and their parents—in greater numbers and at lower cost than any other type 
of publication. , 


You'll find some very interesting and important market facts and figures in the booklet, 
"Kid Stuff Is Big Stuff,” a study conducted by Daniel Starch and Staff for FAWCETT 
COMICS GROUP. A copy will be sent you on request. 


Fawcett Comics Group consists of the following titles: 


MONTE HALE WESTERN 
WESTERN HERO 
MASTER COMICS 


CAPTAIN MARVEL ADVENTURES 
CAPTAIN MARVEL, JR. 
WHIZ COMICS 


ROCKY LANE WESTERN 
TOM MIX WESTERN 
THE MARVEL FAMILY 


American Merchandising 
Co., Inc. 


American Seed Co., Inc. 
Arnold Schwinn & Company 
Carnation Company 

The Cracker Jack Company 
Daisy Mfg. Company 

Dean Studios 

Eastman Kodak Co. 
Electric Game Co., Inc. 

4. T. Flagg Knitting Co., Inc. 
Frank H. Fleer Corp. 
General Foods Corp. 
General Mills, Inc. 

Harem Company 
Helm-Craft, Inc. 
Hollywood Champions 
Hood Rubber Co., Div. 
Kellogg Company 


These advertisers are using FAWCETT 
COMICS GROUP to build sales in this 
great children’s and youth’s market 


Joe Lowe Corp. (Popsicle) 
The Lionel Corp. 

Michigan Bulb Co. 

fAiller & Company 


Mishawaka Rubber & Woolen 
Mfg. Co. 


Monark Silver King, Inc. 
National Radio Institute 

Royal Crown Cola (Nehi Corp.) 
Ralston Purina Co. 
Rubber-For-Molds, Inc. 

Smith Brothers 

Sweets Co. of America, Inc. 
Toy Productions of Hollywood 
U. C. A. Company 

Wildroot Company, Inc. 
Wilson Chemical Co. 
Winchester Repeating Arms Co. 
Winthrop Shoe Company 


NYOKA 


HOPALONG CASSIDY 


GABBY HAYES WESTERN 


FAWCETT COMICS GROUP 


67 WEST 44TH STREET ° NEW YORK 18, N.Y. 
Los Angeles 


Chicago San Francisco 


Detroit 
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Appleby Adds KOCS Duties 


Carlton R. Appleby, manager of 
the Daily Report, Ontario, Cal., 
has also assumed managership of 
the newspaper’s affiliated radio 


station, KOCS, in a_ recently 
effected station reorganization. 
Active department heads are 


Floyd Hall, business manager and 
chief engineer; George Crofford, 
program director; and James 
Rennie, commercial manager. 
Stanley Davis has resigned as as- 
sistant manager. 


OFC Soin 


with point-of-sale 
CLOCK DISPLAYS 


MODERN CLOCK ADV. CO. 
12 BROADWAY, NEW YORK 


All TV Shows on 
Film Soon, Says 
Y&R’'s Telford 


(Continued from Page 1) 
of video go much further than the 
cost aspects, however. 

“On film, things that can’t be 
done on live television become 
routine. It’s a superior method 
which enables you to eliminate 
the mistakes that would go on the 
air in a live show. We can con- 
centrate on one segment at a time. 
Only two days of rehearsal are 
required compared with the seven 


days we spent rehearsing the show 
for live TV,” he said. 

“There is another very im- 
portant consideration. When you 
film a show, you own it. It’s your 
property; you can take it out of a 
drawer later and repeat it when 
TV’s circulation has changed suf- 
ficiently. This, of course, makes 
such a show an even better invest- 
ment for a sponsor.” 


Wheaties to Carry 
MBS Baseball Preview 


General Mills, Minneapolis, 
through Knox Reeves Advertising, 
has signed to sponsor a “Welcome 
Back Baseball” program April 16 
on Mutual. Bing Crosby and Bob 
Hope will head the list of stars. 

Wheaties contracted earlier for 
a baseball preview program to be 
aired April 15 on CBS. 


Direct Mail Hit $863,989,480 Volume — 
in 1949, DMAA Learns from Survey 


New Yorx—The total dollar vol- 
ume of direct mail in the United 
States during the calendar year of 
1949 was $863,989,480, the Direct 
Mail Advertising Association has 
announced. 

The figures were released in the 
report of the association’s commit- 
tee on the annual dollar volume of 
direct mail advertising. The com- 
mittee is headed by Horace H. 
Nahm, president of Hooven Letters 
Inc. Other members include Henry 
Hoke, publisher of the Reporter of 
Direct Mail Advertising; Edward 
N. Mayer Jr., president of James 


Mat ded Yy 


There are some interesting figures out here, too. For in- 
stance, retail sales in North Dakota were up $20,000,000 
in 1949 over the previous year. Farm income in 1949 
exceeded 500 million dollars. And nine out of every ten 
city, rural and farm homes in North Dakota are reached 
by a well-read North Dakota daily newspaper, covering 
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a market you can’t afford to overlook. 
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BISMARCK TRipUNE 


FARGO Forum 
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Gray Inc.; and Leonard J. Ray. 
mond, president of Dickie-Ray. 
mond Inc. 


= The basis of the committee, 
statistical research was a suryey 
based on a questionnaire sent to, 
large group of business organizg. 
tions that use the mails for adver. 
tising and selling, and that ap 
typical as far as the receipts ¢ 
mail is concerned. In addition, the 
committee used data from the ap. 
nual fiscal year report of the Pog 
Office Department, plus the pe 
cent of each class of mail consid. 
ered as being direct mail, and the 
average unit value of each piece 
of direct mail in the various classes, 

The committee’s findings show 
that 10% of first class mail is dire¢ 
mail, that the average unit cost 
per piece is 9¢, that the annual 
number of pieces of direct mail in 
this class in 1949 was 2,020,500,000, 
and that the dollar volume was 
$181,845,000. 


ws In third class mail, 85% in 9 
was direct mail, average unit cost 
was 6%4¢, number of direct mail 
pieces was 8,415,400,000, and the 
dollar volume was $547,001,000. 

Postcards used for direct mail 
represented 35% of the total mail- 
ing of postcards, at an average 
unit cost of 24%¢. The number of 
pieces used was 1,496,800,000 for a 
volume of $37,420,000. 

Ten per cent of all air mail in 
’49 was direct mail advertising, av- 
erage unit cost was 12¢, number 
of direct mail pieces was 89,335,000 
and dollar volume was $10,720,200. 


ae The annual volume of direct 
mail bill enclosures in °’49 was 
1,500,000,000 at a unit cost per 
piece of 1¢ for a total dollar vol- 
ume of $15,000,000. 

All catalogs are classified as di- 
rect mail advertising at a _ unit 
mailing cost per piece of 60¢. An- 
nual unit volume last year was 
114,060,000, for a doilar volume 
of $68,436,000. 

Foreign first class direct mail 
from this country represented 10% 
of the total mailing in this cate- 
gory, at a unit cost of 10¢, fora 
unit volume of 14,382,000, and a 
dollar volume of $1,438,200. 

Direct mail advertising sent by 
foreign air mail represented 10% 
of the total mailing in this class, 
at a unit cost of 17¢. Number of 
pieces was 12,524,000 at a dollar 
volume of $2,129,080. 


Luckies to Add TV Show 


American Tobacco Co. will take 
over the Sunday 7:30 p.m., EST, 
spot on CBS-TV from the Crosley 
Division of Avco Mfg. Corp. on 
April 2. Lucky Strike probably 
will sign the Crosley program, 
“This Is Show Business.” Batten, 
Barton, Durstine & Osborn is the 
agency. 


Rheinstrom Joins JWT 


Charles A. Rheinstrom, formerly 
senior vice-president heading new 
business development at Erwin, 
Wasey & Co., has joined J. Walter 
Thompson Co., New York, in af 
executive capacity. 


Kaufman Appoints Graft 

E. J. Graff, formerly program 
director of WBKB, Chicago, has 
been named vice-president 2 
charge of radio and television 
Kaufman & Associates, Chicago, 
effective March 20. 


TOPFLIGHT| 


PRINTED ADHESIVE CELLOPHAM 
TAPE — HUBER BLDG. — YORK. 
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FARM and RANCH- | 
SOUTHERN AGRICULTURIST 


makes DIRECT CONNECTION 


with 


oa a \ enti 
in "49 
nit cost 
ot mail 


nd the 
| 000. 
*t mail 
1 ye 
wer eae een an ee ELECTRIFIED HOMES IN THE SOUTH 
iber of P ee a ts peg SE. mee hae nik ge a ? 
0 for a ] 2 
7 _ HERE’S WHAT THEY SAY 
—~ 2 th ; EOPLE MAKE THE MARKET .. and Farm and Ranch - Southern 
od 2 Agriculturist people give the advertiser the South’s greatest able-to-buy 
335,000 “Y Ds: market for every type and kind of electrical appliance — as well as for other 
20,200, eyes: : desirable household and farm equipment. 
’ @é ‘s ttt ey eq Pp 
direct sé WITHIN THE NEXT 4 Now we can give you the facts about this great Farm and Ranch - Southern 
9 was ey : MONTHS* ae Agriculturist market — actual figures on what these 1,400,000 subscriber 
. a bee «eS . families have, and what they intend to buy .. this year! 
as di- : 196,000 Electric Refrigera- i This up-to-the-minute market data was obtained from a “Sampling-in- 
a unit - tors Sg | Depth” survey of our entire circulation, conducted by Dr. Charles F. Sarle 
}¢. An- " 98 a and Associates of Washington, D. C. The most complete, comprehensive sub- 
ir was 000 j j scriber study ever prepared for a farm publication, it drops the plumb line 
volume .: Electric Ranges : to the very bottom to get a// the answers — to get the “no’s” as well as the 
000 ‘ : ‘ “yes’s” — to get a 72% actual return from a perfectly cross-sectioned and 
— . 224, : Electric Washing adequately sized group of 14,415 subscriber households. 
$ cate- Machines : 
, for a : Analyze these up-to-the-minute market facts. Put Farm and Ranch - Southern 
and a : 126,000 Home Radio Agriculturist to work for you in the South — for better coverage, bigger 
at Receivers : sales, and greater profits. 
d 10% ; 
clas 70,000 Electric Sewing 
ber . 
dollar Machines , 
*Answers to Sampling-in-Depth Survey of 14,415 sub- 
scriber families pleted in November 1949. Percent- 
ages extrapolated for accurate projection to 100% of 
ll take subscriber families. 
, EST, 
-rosley ks 
rp. on 
obably 
ogram, 
Batten, Farm and Ranch-Southern Agriculturist Reaches 
is the More Southern Farms Than Any Other Farm 
Magazine in America! 
rmerly } CIRCULATION GUARANTEE : 
erwin southwide 1,275,000 
bie Eastern Edition 900,000 Western Edition 375,000 
TOTAL NET PAID CIRCULATION 
-ogram JANUARY 1950 ISSUE 
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FARM and RANCH PUBLISHING CO. 
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Plans Oil Industry Film 


The Oil Industry Information 
Committee of American Petroleum 
Institute, New York, is preparing 
a 16mm sound motion picture on 
the role petroleum and petroleum 
products play in our lives. Louis 
de Rochemont Associates is pro- 
ducing the 30-minute b&w movie. 


Nabisco Names Mrs. Nibley 

Mrs. Erna Nibley, for the past 
four years food editor of Today’s 
Woman, has been appointed home 
director of National Biscuit Co., 
New York. 


SUCCESSFUL SOUTHWESTERN 
ADS NEED “LOCAL FLAVOR” 


That's why more and more successful firms 
in North and East hire smal! Southwest- 
ern agencies for auxiliary help. Trained 
in North, todoy full-blown Texans, we 
know foods, building products, clothing, 
appliances, automotive, amusements... 
manufacturing, jobbing, retail ...ad- 
vertising, merchandising, p.r. Best ref- 
erences. Ready to do you a job! Russ 
Jurgens, BETTER ADVERTISING CO., 
100? Camp, Dallas, Tex. Prospect 7-4387. 


TV Commercials 
Should Represent 
Picture: Betzer 


Cuicaco—‘Get away from 
words,” Joe Betzer, Sarra Inc., ad- 
vised prospective television adver- 
tisers at the National Television 
Conference here last week. 

Mr. Betzer, director of TV plan- 
ning for the Chicago film producer, 
said that “almost all film commer- 


TV Conference 


cials now are planned from copy 
rather than from the impact of the 
picture. But the picture is the moti- 
vation and the stimulation. Words 
are secondary. 

“The television advertiser doesn’t 
need new gimmicks. TV is adver- 


tising and basic advertising prin- 
ciples apply, except that TV is 
pictures, not words. Lasting power 
and selling power are the basic 
television commercial require- 
ments,” said Mr. Betzer. 

“This does not mean that the 
copywriter is dead,” he said, “but 
his words should create feeling and 
mood.” The picture on the screen 
is the major part of the commer- 
cial message, according to Mr. 
Betzer, because the viewer may not 
hear the spoken commercial. 


s Rather than cram the “sell” into 
the spoken commercial, he sug- 
gested that lighting, camera angles, 
facial expressions and other de- 
vices be used to heighten the im- 
pact of the video advertisement. 

Norman Lindquist, director of 
television, Atlas Film Corp., Chi- 
cago, said that the rules for mak- 
ing television commercials are 
simple, but frequently are violated 
by agencies and advertisers. 

His five points are: 


1. Plan each detail carefully. 


2. Remember that action is es- 
sential to TV. 

3. Don’t talk too much. The 
sound track should tell only what 
the pictures can’t show. 

4. Intimacy is the key. 

5. Aim at a definite sales target. 
Don’t scatter shots. 

The television screen, he said, is 
a small window, and action there- 
fore should be slightly exagger- 
ated. 


a “Television never will be a 
cheap medium,” according to Alex- 
ander Stronach, director of TV 
program operation, American 
Broadcasting Co. But he added 
that it must be made cheaper than 
it is today to bring in the small 
advertiser. 

He predicted the increasing use 
of simple shows with one or two 
sets, less accent on personalities 
and writing, and more on gim- 
micks. 

The big, elaborate shows will 
stay, he continued, but more and 
more of the newcomers will be 


Why 1950 can be the best year yet... 


Of the $200 billion of disposable personal income, 
$121.2 billion can be REAL PURCHASING POWER, 
that is, purchasing power after full correction for 

taxes and prices. This would be 6% over 1949! 


Out of the $220 billion backlog of savings, the 
people have “LIQUID” SAVINGS of $175 billion. 


Fact: 


income groups. 


marketing facts 


year which CAN be at least 6% BETTER 


than 1949! 


This would mean a year with disposable 
personal income after taxes of $200 billion. 


CONSUMER DEBT IS LOW, in relation to income 
(only 39%), and in relation to savings (only 35%). 


47% of families have incomes over $3,000 a year. 


From 1941 to 1949, nearly EIGHTEEN MILLION 
FAMILIES MOVED UP to the “‘over $3,000” 


How will American business answer this 


200 BILLION DOLLAR 
QUESTION? 


A, we go into 1950, all the basic 


point to a business 


At least $12 billion of this probably will 
be added to the $220 billion the people al- 


ready have saved. 


What of the rest? How much will be spent, 
and for what? That is the big question! 


A $200 billion year will give the nation a 
still higher living standard. But the 
facts show that to reach new stand- 
ards, the people must be informed, 


guided, persuaded. 


So the key to high-level sales in 1950 


is the WILL to buy. And that, to a 


great degree, can be 


whatever Ameri- 


can business has the 


vigor and the de- 


termination to make it! 


Ss 


FORTY PER CENT 
of all U.S. families st te 
are NEW families : 


Yes, one marriage every 20 sec- 
onds, more than 4300 every day, 
174 million since 1940! 

What a challenge to business! 
With hundreds of unsatisfied 
wants, these families will have 
more money than ever to spend, 
or to save. Yet they also more 
than ever will need information 
and guidance. 


Since 1940 
NINE MILLION PEOPLE 


have moved from rural areas to cities 


In the city, these people are living under different conditions, 
are exposed to different manners and customs. Probably they 
have much more cash to spend. But the adaptation is not easy. 
Though they have many unsatisfied wants, these millions do 
not quickly or automatically take on the living standards of 


their neighbors. 


Education about goods and services available, guidance 


adjustments. 


on how to choose between them can speed up such 


THESE FACTS are from a report that will be of 
interest to every executive. We are also glad to 
make it available to libraries, universities, chamb- 
ers of commerce and others interested in the study 
of marketing. May we send you a copy for your 
own study? Write today to J. Walter Thompson 
Company, 420 Lexington Ave., NEW YORK 17, 
N. Y. Offices also in Chicago, Detroit, Washing- 
ton, D. C., San Francisco, Los Angeles, Holly- 
wood, Seattle, and fifteen other strategically 
located cities around the world. 


sponsor audience participation pro. 
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simple to produce, direct and tele, 
cast. 


@ Seymour Mintz, advertising 
manager of Admiral Corp., traced 
Admiral’s shifts in its use of tele. 
vision. The video receiver many. 
facturers in the early days, he re. 
called, were almost forced inty 
television. Station operators, who 
were losing money, insisted that 
the set makers help support the 
medium. 

“We got into all the various loca 
programs, then decided to put o 
a national show and consolidate 
our efforts.” Admiral’s “Broadway ) 
Revue,” he declared, took the com. 
pany “from an unknown to the 
big leagues. 

“We have found that we are sel]. 
ing television sets over TV and 
doing a good job.” And on appii- 
ances, he continued, the video pro- 
grams are selling them direct from 
the dealers’ showrooms. 

The latest step is to do the sell- 
ing from department stores which 
grams. “The results really are 
good.” 


s In a session on station sales and 
management, F. Van Konynenberg, 
general manager of Station WTCN, 
Minneapolis, said that the time is 
coming when sports remotes will 
be priced out of the business. 

Unless stations develop and con- 
trol their own programming, he 
added, they will find themselves 
in an embarrassing position. 

Hoyt Andres, assistant to the 
president of WKY, Oklahoma City, 
also emphasized the importance of 
local programming. “In radio,” he 
said, “I believe that the local sta- 
tions built the networks by build- 
ing the audience. And I feel that 
the local TV stations are going to 
build the television networks, not 
vice versa.” 


‘First’ Sponsored Serial 
Televised on KFI-TV 

“The Jonathan Story,” claimed 
to be the first sponsored serial 
drama on television, is now being 
telecast over KFI-TV, Los An- 
geles, under sponsorship of Case- 
Swayne Co., Santa Ana, Cal., pack- 
er of fruits and vegetables. The 
serial will be beamed in 15-minute 
segments, five nights a week. The 
story uses six actors and five basic 
interior sets, plus outdoor loca- 
tions. 

The program is packaged by Will 
Lankergood Productions, Holly- 
wood. Byrne-Grill, San Francisco, 
is the agency for Case-Swayne. 


Tamm-Ullman Names Rosen 

Earl Rosen Jr., formerly in the 
production department of Marjorie 
Wilten Advertising, St. Louis, has 
been named an account executive 
of Tamm-Ullman Advertising Co., 
St. Louis. 


~~ 


THIS WEEK watch for grocet 


features of Del Montes greater values 


mess 


poo. aw 
$ 
| DEL MONTE FOODS 
Amerta | mggew ela be! Bh ed Bend Cf facmer Ut Ont veyel eee 
COLOR FOR DEL MONTE—Chica- 
go retail food chains and groups tied-it 
strongly with Del Monte promotions 
following the Feb. 24 newsprint colof 
page placed by Del Montein the Chicag? 
Tribune, shown above. McCann-Erick 
son is the agency. (Adv.) 
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PRINTING COMPANY 


‘te | POINT-OF-SALE THAT 


A gorgeous full-color illustration high- 
lights this Fairbanks-Morse banner printed 
on KANVET .. . a tough fiber developed 
by CSP. KANVET is ideal outdoors or in- 
doors, stands weather and abuse, is rich 
appearing but economical. If you are 
planning banners or pennants, write us for 
KANVET samples. 


1g, he 
selves 


othe 
a City, 
nce of 
=; a Humor and an ingenious dimensional treatment make this 


build- Shell window and counter display a stopper. Unusual ideas 
1 that . . 
ing to are the prime product of the CSP creative department. 
‘s, not This display is 2 feet high and is beautifully lithographed 


in full color. 


A magic trick makes this 
display dimensional. The 
display is simply a card. 
But two strips of “self-stik”’ 
MYSTIK hold it to the wall 
and, at the same time, 
make the card assume the 
rounded shape of the 
product package. 


is, has ; ; 
cutive § TIM £ . 
ig Co,, : oe Y ivesuer 


Aries! ee 


PACKS 


je This dimensional display tells its story simply and directly. 
It's designed to pack and set up easily. CSP handles jobs 
like this complete ... design, art, production, distribution .. . 
a service that saves wear and tear on advertising managers 


and agencies. 


Does your product need a NEW idea for point-of-sale advertising? Ideas are our business! We create 
them, produce them, distribute them. Call in your local representative of Chicago Show Printing Com- 
pany or wire our home office. CSP will go to work for you today. Write for our point-of-sale idea book 
now. Chicago Show Printing Co., 2640 N. Kildare, Chicago 39. 
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Nominations for Ad Hall of Fame Asked 


New YorK—A call for nomina- 
tions of candidates for 1950 ap- 
pointments to the national Ad- 
vertising Hall of Fame has been 
issued by the Advertising Federa- 
tion of America. 

The federation will accept nom- 
inations made by any advertising 
club or association, by any com- 
pany, and by any individual within 
this country. Nominations must be 
made on blanks obtained from the 
federation and submitted before 
April 15. 


= At a recent meeting of the 1950 
managing committee for the Hall 
of Fame, the selection of candi- 


PHONE S12-7487 MURRAY HILL 7-6477 


dates was increased to five. The 
original plan was to elect only 
two to the hall after the first year. 
Last year ten advertising pioneers 
were elected. 

Candidates must have two quali- 
fications: They must have been 
deceased before May 31, 1948, and 
their achievements must have been 
made in the United States. 

A panel of nine judges will make 
the selections on the basis of “spe- 
cial achievement and service in the 
upbuilding and advancement of 
the social and economic values of 
advertising.” 


Presser Agency Adds Three 

E. J. Presser & Co., Charlotte, 
N. C., has been appointed to 
handle advertising of Perfecting 


:| Service Co., Charlotte, maker of 
:|rotary unions; 


Ideal Industries, 
Bessemer City, N. C., textile draw- 
ing rolls; and Excel Textile Supply 

0., Lincolnton, N. C., textile 
trucks. Business papers will be 
used for all three accounts. 


Margarine May 
Get Big Push 
with Taxes Off 


WASHINGTON—Leaders in the 
fight to lift federal taxes on col- 
ored margarine believe that the 
industry will plunge into a hot 
fight for brand acceptance, now 
that the 63-year old barrier is to 
go off July 1. 

The repeal legislation, fought by 
the dairy bloc to the very end, 
cleared the House on Tuesday and 
the Senate Wednesday. When it 
is effective, the margarine indus- 
try will be virtually unrestricted 
in 32 states and the District of 
Columbia. It remains knotted up in 
16 states, mostly dairy states. 

Industry leaders here say no im- 
mediate increase in sales is ex- 
pected. However, with the repeal 
of the federal tax, they expect 


colored margarine to sell “in the 
mid-twenties.” Butter, pegged un- 
der government support programs, 
sells for 68¢ to 72¢. 


# Paul Truitt, president of the Na- 
tional Association of Margarine 
Manufacturers since 1943, says the 
entire benefit of the 10¢ tax re- 
peal will be passed to consumers. 
He said the margarine industry is 
so competitive it would be “su- 
icide” for any company to do 
otherwise. 

On the basis of past experience, 
the margarine association believes 
individual companies will strike 
out boldly on their own, now that 
their concerted effort has -brought 
about the tax repeal. 

They point to intensive newspa- 
per, radio and outdoor campaigns 
which blanketed Ohio when state 
margarine restrictions ended on 
Dec. 8, 1949. 

With its lobbying job completed 
here, the margarine association is 
preparing for an “educational” job 
during the remainder of this year 
to help the industry adjust to the 


@ These facts cited above really speak for themselves 
and require little verbal embellishment. They 
suggest the high importance of the columns of this 
newspaper in making advertising in Detroit well 
read, widely read, and pre-eminently productive. 


AND 


436,408 Weekdays ¢ 466,920 sundays 


Average net poid circviation of the Detroit Free Press for 6 months period ending October 1, 1949 


1 ee $. 
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“fraud” safeguards which the byt. 
ter bloc succeeded in writing int 
the statute. 


s By 1951, “or at some other fy. 
ture date,” the association hope 
to return to the product ac 
tance campaign, formerly place 
for it by Leo Burnett Co. The 
“educational” campaign is pre 
pared here, with the assistance gf 
Selvage, Lee & Bledsoe, public re. 
lations organization. 

As finally passed, the bill re 
quires that the word “oleomar. 
garine” or “margarine” in “typ 
or lettering at least as large as any 
other type or lettering on such lg. 
bel,” and a full statement of ip. 
gredients, appear on the label. The 
word “margarine” must appear op 
each wrapper in at least 20-point 
type. 

The conference committee elimi. 
nated the so-called Frear amend. 
ment requiring that margarine be 
placed in triangular packages. It 
provides that restaurants clearly 
identify any margarine that is 
served. 


a In Chicago, a spokesman for 
one margarine company said that 
he expects the company will 
pass the tax saving on to the con- 
sumer after the repeal bill goes 
into effect. 

Some officials predict no change 
in national advertising of marg- 
arine, although there may be some 
changes in local copy, designed to 
point up the fact that margarine 
now costs less. 

Changes will be made in marg- 
arine packages, they say, to con- 
form with that provision of the bill 
which requires that the word mar- 
garine be as large as any other let- 
tering on the carton. Most manu- 
facturers will have to make the 
same change, because the company 
or trade name is now featured. 


RIDER TO MARGARINE 
BILL ALARMS MANY 
WASHINGTON—In closing the dra- 
matic fight over margarine taxes, 
both Houses of Congress ignored 
protests that have been pouring in 
from business organizations that 
are alarmed over the so-called 
“Aiken Amendment” drastically 
increasing the penalty for violat- 
ing Federal Trade Commission 
orders (See In Washington, Page 
20). 
Sen. Walter George (D., Ga.) 
frankly admitted that the Aiken 
amendment would apply a $5,- 
000-per-day fine against any firm 
violating an FTC order—not 
merely margarine firms. 


= He conceded that it is unusual 
to enact a far-reaching provision 
of this kind as a rider on a bill, 
but he said “if it goes too far it 
can be corrected later.” Senator 
George pointed out that the pen- 
alty applies only to firms which 
deliberately violate an FTC cease 
and desist order which has been is- 
sued directly against them after 
formal hearings sustained by the 
courts. Even then, the penalty 


can be applied only by federal 
courts after full hearing. 


TOP SALESMAN 
in the DAKOTAS 
the MOST Effective 


ADVERTISING, MERCHANDISING 
and EDITORIAL INFLUENCE 
in the DAKOTAS! 


— Own Magazine 
JAKOTA FARMER 


ABERDEEN, SOUTH DAKOTA 
J.P MALONEY, Advertising Manager 
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In Comanche language, these words mean “tell them.” 


‘ 


an But “telling them” is not so simple today. As business and industry 
a $5,- have expanded, the need for faster, more efficient forms of communi- 
y firm cation has grown. Today the communications field is a multi-billion 


‘—not dollar industry, producing many and intricate types of equipment. Advertisers* 


Communications & 
Intercommunications Systems 


For telling buyers about their products and services, makers of this in Business Week 
nusual equipment agree on the advantages of using the pages of Business 
y bill, Week. It offers them a more highly concentrated audience of Man- American Telephone & Telegraph Co. 
far it agerment-men ... executives who make or influence buying decisions 


enator ... than any other general business or news magazine. Kell pitied 0 Gian 
| - ello witchboar °. 
Be RESULT: Over a 10-year period, Business Week has carried more “ = 


cease pages of communications advertising directed to busi- 
a ness and industry than any other general business or 
yy the news magazine. These advertisers find Business Week 
enalty both economical and effective, because — 
ederal 


Executone, Inc. 


Modern Telephone Corp. 


Motorola, Inc. (Communications Div.) 


Webster Electric Co. 


Western Union Telegraph Co. oar 


Zenith Radio Corp. (Rauland-Borg Corp.) 


| 


*Source: Publishers’ Information Bureau Analysis 


WHEREVER YOU FIND IT, YOU FINDA 


MANAGEMENT-MAN...WELL INFORMED 


A McGRAW-HILL PUBLICATION 
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Employe Communications 


How to Win Friends Among Your Workers 
By Rosert NEwcoMsB and Marc SAMMONS 


e COMPANIES continue to ex- 
press astonishment when employe 
opinion pollsters inform them that 
many employes know little or 
nothing about the organizations for 
which they work. This widespread 
ignorance applies not only to the 
simple economics of the company’s 
business, but it applies also to the 
simple facts about the company’s 


cess of doing what they do in the 
day’s work. Such stories are dog 
best, of course, in chronological om 
der, department by departmenm 
each is linked to the story that pra 
ceded, so the reader understa 
the pattern. 


CITY ZONE, ABC PAR. 28. 
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ws The operations story may 
said to have these general obje 


2 


12 


operations. 

This woeful situation has spurred 
many organizations to inaugu- 
rate in their employe journals what 
are known as “operations stories.” 
Operations stories, of course, are 
plain, uncomplicated, normally pic- 
torial descriptions of what the 
company makes or the services it 
performs. They are told, when told 
properly, in terms of identified 
employes on the job, in the pro- 
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Pen 


Simply remove protective cov- 
ering and press display in 
until pur- 


NE taal 
= — ae “cll 


WE DO NO PRINTING 
Your own printer will get KLEEN-STIK for you 


Exclusive with KLEEN-STIK 


Make sure your next point-of-purchase piece is 


used. Kleen-Stik, the versatile moisture-less ad- 
hesive, not only “Gets It Up”... but KEEPS IT 
UP. Kleen-Stik adheres to any smooth, clean sur- 
face (metal, wood, glass or plastic) and is easily 
removed too! Whether placed on a cold refriger- 
ator or on a sun-beaten window, your Kleen-Stik’d 
display “stays put” until intentionally removed. 


KLEEN-STIK 


Wakes Every Place an rbduertising Space! 


ives: (a) To relate each employe™ 


job to the next; (b) to demonstra 
the need for individual effort to imm 
sure end-product quality; (c) (iy 
interest the employe’s family angi 
friends in the employe’s job, in tha 
same way as a plant open hous@ 
(d) to awaken the employe’s ima 


terest in the company by showing 
him the picture of productiom 
sales, distribution, and (e) 
broaden his entire outlook upd 
business. 

The scoffers are a dime a dozem 
and are quick to contend that you 
can’t get the average employe 
evince any interest in his job af 
ter he has hurled himself througi 
the exit. This is both a false and 
dangerous belief. Naturally a greg 
deal depends upon the skill wit 
which the material is presented 
but there are many responsib 
surveys of employe opinion thal 
show high reader acceptance of opal 
erations articles. 

Obviously this sort of blow-by 
blow reporting can become dull 
so the seasoned industrial editd 
takes his operations stories 
small bites; he will do well t@ 
limit himself to not more than on@ 
article an issue. 


s In time the cycle of operationg 
articles will be completed in any 
organization. But alert editors dis# 
cover new angles in new product 
equipment and personnel. 
Readers of this department ap 
pear to like samples, so here are @ 
few worth writing for: “Informa 
tion Please!” an operations story 
told in terms of a plant tour of fac4 
tory foremen, in “The Spotlight," 
Studebaker Corp., South Bend 
Ind., Carlton J. Shamo, editorj 
“The Story of 306CZ1,” an operas 
tions story of one small productj 
told entirely in pictures, from raw 
material to end product, in “Thé 
Bulletin,” Otis Elevator Co., 2604 
llth Ave., New York 1, Donald 
Shannon, director of employe pub 
lications; “St. Henry Works,” a 
operations story told in terms o 
a plant tour, in “Stelco Flashes,” 
Steel Co. of Canada, Wilcox St 
Hamilton, Ont., Ralph P. Youngj 
editor. 
In the world of business, man- 
agement is expected to be able td 
survey the whole scene, and to 
see it in its proper focus. But the 
employe far down the line, work- 
ing as the cog in the wheel, sees 
nothing but the little world about 
him. He can’t be expected to be 
particularly loyal to an institution 
he doesn’t know or understand. 


PIB Computes Time Charges 
for Network Radio and TV 


Publishers Information Bureau 
has computed the following gross 
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ee, ER, SON: SS OES! ND ee ae RY time charges for network radio 
™l and network television for. Jan-] 
Send for ideas and FREE samples today! uary, 1950. 
| . : P Network Radio 
Fill out and mail this coupon January January 
I for esepee y. portfolio of | aie ‘ . P pe 
Ideal for WINDOW POSTERS, WALL SIGNS, COUNTER STRIPS, ETC. samples and ideas. CBS ............. 62339,626 5,883,828 
A small Kieen-Stik spot in each corner or a thin strip down each 5 j Mutual ........... 1,678,888 1,876,124 
side is all you need for perfect adhesion. Kleen-Stik'd pieces COMPANY NBC ........0055 5,733,893 5,876,213 
can be used on practically every surface — WINDOWS * WALLS I | Total $17,084,200 $17,704,086 
* COUNTERS * SHELVES * SHOW CASES * REFRIGERATORS * ADDRESS neh Sinilites 
CASH REGISTERS * TRUCK SIDES * BACK BAR MIRRORS i Pron aa 
CITY. ZONE STATE. 1950 1949) 
KLEEN-STIK . - bievberansbecnae ~ = . 
Not a glue, paste or cement, but is ee CO EBS Cn eee eee 7 989 & 
a patented, permanently active adhesive applied to your printed K L 3 3 N ST I K PR 0 1) U CTS, inc. = settee eeees : einen onan 
i ’ j * CHICAGO |, ILLINO|S [xx Diocesan — y 
pieces (over-all, spots or strips) that adheres to any smooth, clean 225 N. MICHIGAN AVE Total $1.901.294 $423,288 


surface when pressed in place. 


*Not available. 
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fil Industry Will 
se 4 Magazines 
in $600,000 Drive 


New YorK—The Oil Industry 
information Committee of Amer- 
an Petroleum Institute will con- 
entrate its $600,000 magazine 
wdget for 1950 on four pubiica- 
hons—Collier’s, Life, Look and 
he Saturday Evening Post. 
welve b&w pages are sched- 
hed, starting in March, plus one 
Mew spread to appear during Oil 
Progress Week in October. Because 
ewer publications are being used 
Mhan in 1948 and 1949, the frequen- 
y of insertions will be stepped up. 
her sectional and special group 
bublications may be added later 
rough individual company con- 
ributions. 
The campaign will employ a 
talking pictures” technique and 
ach ad will contain just one ba- 
ic slogan—a plan designed to hit 
he read-and-run reader. Each slo- 
an will attempt to point up one 
f four basic objectives: 

1. A self-managed progressive 
il industry offers more benefits 
o the public than a restricted and 
egulated industry. 

2. The oil industry is progressive, 
onstantly improves products, of- 
ers ever higher standards of serv- 


3. Progress in the oil industry 
esults from competition—the oil 
dustry is not a monopoly. 

4. Prices in the oil industry are 
letermined by supply and demand 
bn a competitive basis. 


Tie-in material for local news- 
paper and radio ads will be avail- 
bble, particularly during Oil Pro- 
press Week, which last year found 
individual companies and local 
groups spending over $1,000,000. 

From April through June trade 
dvertising will be concentrated in 
arketing publications. For the 
est of the year all oil publica- 
ions on the 1949 schedule will be 
H. L. Curtis of Shell Oil Co. 
chairman of the advertising sub- 
ommittee and Sullivan, Stauffer, 
olwell & Bayles is the agency for 
Oil Industry Information Com- 
mittee. ; 


merican Tobacco Sales 
Drop Below 1948 Figure 


Despite a lower sales volume, 
arnings of the American Tobacco 
0. last year set a new record of 
5,675,154, according to its 1949 
annual report. Net sales last year 
were $858,996,089, compared with 
873,466,917 in 1948. 

Vincent Riggio, president, ex- 
plained that the $1,762,850 increase 
the company’s 1949 income 
Was due largely to maintenance 
hroughout the year of current 
Wholesale prices on its major cig- 
bret brands. In 1948 lower prices 
prevailed most of the year. 


Oonsolidated Names Griffin 


Consolidated Grocers Corp., Chi- 
ago, has appointed Jack C. Grif- 
in, formerly an account executive 
ith Sherman & Marquette, as ad- 
ertising and sales promotion co- 
ordinator. Mr. Griffin succeeds 
ames D. Butchart, who recently 
Was promoted to senior vice-pres- 
dent in charge of merchandising 
for the C. D. Kenny Division in 
Baltimore. 


Preskin Opens Office 


Breskin Publications, New York, 
publisher of Modern Plastics and 
odern Packaging, has established 
BR New England sales office with 
headquarters in the Statler Office 
Bldg., Boston. P. H. Backstrom, of 
the New York sales staff, has been 
hamed manager of the office. 


ins McCann-Erickson 


_ Joseph E. Consolmagno, formerly 
in charge of press relations for 
Willys-Overland Motors, Toledo, 
has been named Detroit dir2-tcr of 


Insurance Concern Names JWT 


Massachusetts Mutual Life In- 
surance Co., Springfield, Mass., 
has appointed J. Walter Thompson 
Co., New York, as its advertising 
agency in connection with adver- 
tising and publicity plans for its 
100th anniversary year. ‘ 


Natcor Appoints Graham 


Hugh H. Graham & Associates, 
New Britain, Conn., has been re- 
tained to handle the advertising 
and sales promotion of Natcor 
Store Fronts, Taunton, Mass. 


Admatic to Carter Agency 


Admatic of Canada Ltd., To- 
ronto, has appointed Gerry J. Car- 
ter Advertising Agency, Toronto, 
to handle advertising for Admatic 
cabinets and Shopper Stopper 
point of sale material. Business 
oe and direct mail will be 
used. 


Block Introduces New Size 
for Amm-i-dent Toothpaste 


Block Drug Co., Jersey City, N. 
J., has launched a new giant econ- 
omy size tube of Amm-i-dent 


toothpaste, using large-space news- 
paper ads, business paper and 
ethical promotion, and radio plugs 
via the “Burns and Allen” weekly 
program on the entire 175-station 
Columbia Broadcasting System 
hookup. Cecil & Presbrey is the 
agency. 

Block is offering druggists a 
bonus of 25¢ profit on each tube 
sold to introduce the new size. 


Appoints Robotham Agency 
Spencer Turbine Co., Hartford, 

Conn., has named Edward W. Ro- 

botham & Co., Hartford, to handle 
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the advertising for its vacuum 
cleaner division, effective April 1. 
Business papers will be used. Ad- 
vertising of all other Spencer Tur- 
bine divisions will remain with W. 
L. Towne, New York. 


SIMPSON-REILLY, LTD. 
Publishers Representatives 
eince teze 


LOS ANGELES HALLIBURTON BLDG. 
SAN FRANCISCO CENTRAL TOWER 
SEATTLE NEW WORLD LIFE BLDG. 


moc relations for McCann-Erick- 


INTERNATIONAL 


bring your layouts to life: print on 


L- 


Where it’s a rush job, and it’s got to be good —specify International Ti-Opake. 


It’s quick-drying and so opaque it cuts show-through to the minimum. Smooth finish 


for folders, broadsides and catalogs printed by letterpress or offset. 


For announcements, prospectuses, stationery —vellum finish with matching envelopes, 


equally good for printing and writing. International Paper Company, 


INTERNA 


220 East 42nd Street, New York 17, N.Y. 


TIONAL 


PAPERS 


for Printing and Converting 
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Advertising Age 


THE NATIONAL NEWSPAPER OF MARKETING 
Trade Mark Registered 


by Advertising Pubtieetions, Inc., 
U 8-0073 


100 E. Ohio St., dg, Wh 
(De? 7.1336), ui Ean St., New York 17 (M 


fetionss Press Bldg 


ny n 4, D. 4 ere an Wgadoastors | High 
-- 2 ila hat a — JR proaigent end 0 and pu Vishes. S. R. SERNSTEIN, 
RUNS BoE 4G B. GRO 


Member Audit Bureau of Circulations, ated Business Pubpeations, National 
Federation 


Association of Magazine publishers, Ad Aavertision America. 
EDITORIAL ADVERTISING 
Editor, S. R. Bernstein Advertising Director, Jack C. Gafford 


Mana A y ae Service, G. D. Lewis 
Black, Halsey Darrow, 
James c ¢ +t. ‘John P. ndia, 
Harry J. Hoole, William R. Kelly. 
Chicago: O. L. - 
tising Mgr. J. 


Los ‘A eles (14): Sim n-Reilly Ltd., 
1709 We Ei nn St., Walter ‘'S. " 


Reilly, 
Pacific oun , &*A 
San Francisco (4): by mtg 4 Ltd., 
Russ Bidg., Wm. Blair 
Seattle (4): Simpson-Rellly Ltd. 618 
Second Ave., Robert L. Applegate, "Mgr. 
London: F. A. Marteau, 1473 High Rd., 
Whetstone, London N. 20. 


Executive Editor, John Crichton 


Managing pater, Robert Murray Jr., 
John z. Miller 


Washington Editor, Stanley E. Cohen 
Associates: New York: Maurine Brooks 
Christopher, Ernest C. Gehle, Charles 
Downes, Cameron Day. Chicago: Murray 
E. Crain, Emily C. Hall, Jeanne Scharn- 
berg, Bruce M. Bradway 

European Editor, F. ry Marteau 
Editorial Production, F. J. Fanning 
Librarian, Elizabeth G. Carlson 
Correspondents in All Principal Cities 


1S cents a copy, $3 a year in the United States, Canada and Pan 
America. Foreign postage extra. Frank W. Miles, ‘circulation director. 


General Speeches Are Often Futile 


A week or so ago the U.S. Chamber of Commerce held a “national 
marketing conference” in Detroit, which was duly attended by some 
600 men and women, and duly reported in the press. 

As meetings go, it was a good meeting, with topnotch speakers de- 
livering sensible, if not sensational talks. But a careful reading of a 
dozen or more of the manuscripts which were presented to those at- 
tending the conference has heightened this editor’s long-standing sus- 
picion that most meetings and conferences of this character are es- 
sentially futile because they are too general. 

ADVERTISING AGE, in common with numerous other publications, 
printed a number of words describing the various talks, but it is our 
belief that all of them might have easily been boiled down into a 
single sentence: 

“Business men believe that there is a great need for improved sell- 
ing and advertising, to reduce the cost of distribution and to keep 
the economy rolling smoothly.” 

There were the usual sidelights and details, plenty of facts and 
figures, explanations of how the government is hamstringing busi- 
ness, et cetera, All good, no doubt, and all sound and sensible. 
But also well known, general, and no particular news to the audience 
to which it was addressed. 

There were, too, the usual pleas to explain the workings of the 
economic system to the public, to interpret business to its customers, 
and to convince the worker of the fallacy of some of his ways. We got 
the feeling that maybe something might be accomplished if these busi- 
ness men had been explaining the economic facts of life to small 


groups of West Virginia coal miners, to Pittsburgh steel workers or’ 


Detroit auto workers, instead of to each other. 

We are not indicting the U. S. Chamber of Commerce. We too make 
occasional speeches, and we have often felt that it was futile to make 
them and at least equally futile to listen to them. 

The last time we made a speech—just a couple of days ago—we felt 
it was even worse than futile. Before we interrupted to deliver our 
words of wisdom, the audience had been talking shop in an informal 
round table, batting practical, day-to-day ideas back and forth, and 
obviously getting something out of it. We couldn’t get over the notion 
that we were interrupting a useful occupation, and that if the pro- 
gram-makers had any sense, they would have asked us and the other 
speakers to stay away. Then maybe those who had spent time and 
money to come to the meeting might have got something worth 
while out of it. 


Are Local Tie-Ups Being Killed? 


Manufacturers, especially in the grocery field, are hotter after local 
tie-ups with their national advertising than ever before. In fact, in 
a surprising number of instances, the home office seems to judge the 
value and success of its local newspaper advertising almost entirely 
on the basis of the number of tie-ups secured. 

But newspapers are sour on tie-ups in the grocery field, for the 
special reason that they are finding more and more resistance to 
them from local grocers. 

Tie-ups make sense, for the manufacturer and the grocer. Why, 
then, are they so hard to sell? Why is there so much resistance to 
them from local grocers? Why does the mention of tie-ups send a dis- 
mal shudder through the frame of the average advertising salesman? 

Our guess is because tie-ups have been stuffed down newspapers’ 
and grocers’ throats from on high, without regard to the realities of 
the situation. As a result, everyone is gagging on them. Now it looks 
as though there will have to be a considerable amount of restraint 
exercised, and a change in viewpoint and technique in selling tie- 
ups, to keep local tie-ups alive. 


SALES 


Po 
Ayr 


—Dun's Review 


What They're Saying 


An Economist's Dream 
Once upon a time there was an 
economist who had a dream... 
There were many ideas he 
wanted to tell the people in Dream- 
land about. In the first place, they 
should know that no one can suc- 
cessfully study economics unless 
he recognizes that his own personal 
biases may set him on the path of 
erroneous thinking. After all, it 
has been said that the only ques- 
tions which have two sides are 
those questions in which one is not 
vitally interested. Such factors as 
age, family background, educa- 
tion and occupation affect a per- 
son’s pattern of thought. One must 
refocus his thinking accordingly. 
A second thing Dreamland’s 
people should know is that the 
printing of a statement doesn’t 
make it true. Propaganda is a 
highly systematized activity. 
Sometimes the presentation of facts 
is incomplete. Even when the facts 
are complete, the perspective of the 
writer colors them. Sometimes 
news grows whiskers under cen- 
sorship, and sometimes what isn’t 
printed is more important than 
what is. Publishers have policies, 
and commentators and columnists 
provide “tailor-made thought jack- 
ets” for those who prefer them. 
“While I am at it,” our econo- 
mist thought, “I had better explain 
about words.” Words don’t always 
“mean what they mean” and this 
can be pretty confusing. Some 
people “twist the meaning of 
words” and, as a result, communi- 
cation is hindered rather than 
helped. Often the choice of words 
results in “emotional thought”— 
a contradictory term. Is a certain 
man a “politician” or is he a 
“statesman”? Is the government 
a “dictatorial setup” or is it one of 
“fatherly guidance?” Is the pro- 
ponent of this plan a “crackpot,” 
or is he simply a “holder of uncom- 
mon points of view”? If one is to 


dabble.in economics, he certainly 


needs to know about the meaning 
of words—the science called se- 
mantics. 

Another disturbing characteris- 
tic of economics is that its prin- 
ciples are not determined by ma- 
jority opinion. “A particularly pre- 
valent idea in some quarters,” 
thought our economist as he visu- 
alized himself jotting down a re- 
minder of this point on the back 


of an old copy of a Gallup Poll.. 
—Lowell W. Herron, in the Feburary 
Clarkson Letter. 


Cautious Optimism 


The outlook for your company 
during the months immediately 
ahead is somewhat more promising 
than it was in early 1949. Prices 
and sales volume were then mov- 
ing downward and a “recession” 
of greater or less severity was in 
prospect. It proved to be mild in 
the retail phase of our business, 
but quite serious in Fieldcrest 
Mills. At this moment prices are 
firm and sales volume is steady 
in all parts of the business. There 
seems to be confidence in most 
quarters about the general busi- 
ness outlook for the immediate 
future. In Fieldcrest Mills our cur- 
rent sales and order position is 
considerably stronger than it was 
a year ago. In our retail stores 
pressures continue toward lower 
gross margins and higher expense 
levels, but these pressures are less 
severe than at times in the recent 
past. 

Unless a sharp downward trend 
develops in business generally in 
the near future, we believe the 
prospects for your company in the 
months ahead may be viewed with 
moderate optimism. Our organiza- 
tion is seasoned and competent, 
and we have complete faith in its 
ability to deal effectively with any 
situation which may present itself 


during the coming year. 
—Statement of board chairman and 
president of Marshall Field & Co. to 
stockholders in annual report, dated 
Feb. 22, 1950. 
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Rough Proofs 


General Mills’ idea that a y,p 


-|is worth his $26,000-a-year take. 


home pay is all right with Ung 
Sam, whose share of the vic. 
presidential payroll continues 
be very satisfactory, indeed. 

+ 

“All business is local,” said the 
newspaper representative. 

“I agree with you,” said th 
space buyer. “How about rewriting 
those orders I gave you at th 
local rate?” 

* 


The reason dealers like apj. 
mated displays, according to the 


-|reasoning of Einson-Freeman, jg 


that they usually result in consid. 
erable animation of the cash reg. 
ister. 

a“ 


“Meals mean more to farm fam. 
ilies than to city people,” suggests 
Successful Farming, “because out- 
door work requires a heavier food 
intake.” 

Did you ever see a Boy Scout 
starting his food intake after a 
five-mile hike? 

. 2 

Max Ascoli’s Reporter says the 
New York Times is hard to read, 
but Washington political writers 
never seem to have difficulty 
reading its exclusive stories by 
Arthur Krock. 

° 

An agency man looking for a 
new connection at a starting salary 
of $35,000 a year admits that he’s 
at present in a comfortable rut. 

And a plush-lined one, at that. 

+ 


Most trade terms seem to be 


very arbitrarily designed, but the |. 


perfect description of the group it 
is trying to measure is provided by 
Customer Audit Bureau in desig- 
nating department store traffic as 
“shopulation.” 

* 


The radio comic who has been 
paid on the basis of his Hooperat- 
ings may be pleasantly surprised 
to find that Nielsen has located a 
lot of additional listeners to his 
program. 

. 

George Hartman and William 
J. Fintze received plenty of pres- 
ents on their 50th birthdays, and 
now are trying ‘to figure out 
whether they represented con- 
gratulations or condolences. 


AA editorially approves the 
viewpoint of Fred Ludekens, “the 
artist who talks like a_ business 
man.” 

Buyers usually discover that 
most of them are. 


“Anyone can be a_ salesman,” 
says a manufacturer of sales helps, 
who is nevertheless willing to ad- 
mit that a hunter has to learn how 
to hold a gun. 


Coca-Cola is having trouble a 
present with the French author- 
ities, who apparently don’t realize 
it’s just as American as the dollars 
they’re getting under the Marshall 
plan. 

* 


Hope deferred maketh the heart 
sick, so Lou Boudreau has comé 
right out and predicted that his 
Cleveland Indians will win the 
1950 American League pennant. 

Copy Cus 
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THE INQUIRER PUBLISHED 


THE LARGEST VOLUME OF 
CLASSIFIED ADVERTISING 


IN PHILADELPHIA 


FIRST in totat 


ADVERTISING 


The Inquirer—in 1949—pub- 
lished more than 34,400,000 


...the largest number of individual classified ads 
... amounting to over 8,300,000 lines... 


the largest volume carried by 


lines of advertising. That’s over . : . 

5,600,000 more lines than the any Philadelphia newspaper in 1949— 

been pe ete a eg ms It’s F , 
" also the largest volume of adver- 

pone len our gitahed ¥e. ene a leadership of 86% over the 2nd paper! 

ted a Philadelphia newspaper—a 

o he yearly gain of better than 
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TED W. LORD, Empire State Bldg., N.Y.C., Longacre 5-5232; ROBERT R. BECK, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S. DIX, Penobscot Bidg., Detroit, Woodward 5-7260 
‘West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 © 448 S. Hill St., Los Angeles, Michigan 0578 


1,600,000 lines. 


Both The Inquirer and 2nd newspaper publish 7 days a week. 


FIRST in ceNerAaL 


ADVERTISING 


The Inquirer published 
5,650,000 lines of general ad- 
vertising—largest volume ever 
published in Philadelphia in 
any one year. This also repre- 
sents the largest gain in 1949. 


NOW IN ITS 17™ CONSECUTIVE YEAR OF TOTAL ADVERTISING LEADERSHIP IN PHILADELPHIA 


he Philadelphia Pnguirer 


FIRST in reat 


ADVERTISING 


The retail advertising volume 
of 18,700,000 lines in The 
Inquirer was the largest ever 
published by any Philadelphia 
newspaper in any year—showed 
a lead of 1,700,000 lines over 
the 2nd paper—and represents 
the largest gain in Philadelphia. 


Source: Media Records. 


Exclusive Advertising Representatives : 
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HAPPY (ell-and-Sell) HOLIDAWTE 


Riothir Automotive Case History from the files of nouipay }:« 


advert 


The problem was difficult: How to establish a brand name Woven Saran Fabric. They sell this to other manufag Ag 


quickly in a field where brand names are not familiar. turers who make automobile seat covers. They want 

The Lumite Division—Chicopee Manufacturing Cor- to get dealers and the public to specify ““Lumite.” Thei 
poration of Georgia make a material called Lumite 1949 budget was limited. They had to reach a mark 
with a high concentration of car owners. For the fi 
time they decided to use national advertising. And the 


picked a single magazine—Holiday. 


to get calls for covers of Lumite, by name. Consumer i 


quiries were plentiful and profitable. Some manufacture 


quick to follow suit with Holiday campaigns of their o 


No wonder Chicopee’s advertising manager, Jim Veed 


OLIDAY SELLS THE IDE 
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¥Y wrote, “Holiday has proved to Chicopee that national 
advertising in the right medium pays off! As a result, 


we are tripling our consumer advertising in 1950.” 


Makers of parts and accessories have come to expect 


his kind of response from the Holiday market. Holiday 


readers drive 50% more than the national average. These 


extra miles mean extra sales. Projected on a base of 
800,000 families, Holiday readers last year bought over 
a million tires and tubes, over 2,000,000 spark plugs, 
over 336,000 batteries, over 84,000 headlamps, and over 


other magazine in the country. 


-edeq. Holiday attracts people who are active, eager, on the 


Bee ie s,s, 


THAT SELLS THE GOODS! 


shinee Se Deine Yoel alsa eS 


move, and alert for new ideas, new ways, new products. 
It puts them in a responsive mood, and Holiday adver- 
tisers get the benefit. Perhaps it could solve a problem 
for you. Put it up to Holiday, Independence Square, 
Philadelphia 5, Pennsylvania. 
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Arvin to Launch 
2 Drives in April 


CoLumBus, IND.—Noblitt-Sparks 
Industries Inc. will launch pro- 
motion of two Arvin products 
with color pages in April publi- 
cations. 

A two-color page ad in Elec- 
trical Merchandising for April 
and b&w ads in The Saturday 
Evening Post May 20 and Better 
Homes and Gardens for June will 
introduce the new Arvin Cool-R- 
Hot Lectric Fan, which functions 
both as a fan and as a heater. It 
will retail for $17.95, with the 
regular Arvin dealer margin of 
40%. Dealer promotional aids will 
include a display panel, envelope 
stuffer, sales training bulletin, in- 
formation tag, radio spot script 
and ad mats. 


ws The second drive will feature 
the Arvin “Charming Hostess” 
party package in full-color page 
ads in the April issues of Ladies’ 
Home Journal and Woman’s Day. 

The package, consisting of full- 
size units of Kraft American 
cheese, Swift’s Prem, Duff’s waf- 
fle and pancake mix and Log Cab- 
in syrup, will be given to con- 
sumers as a premium with every 
Arvin Lectric Cook purchase at 
$24.95. Window streamers, counter 
cards, envelope stuffers and news- 


paper ad mats will be made avail-|: 


able to dealers. 
Roche, Williams & Cleary, Chi- 
cago, is the agency. © 


Ansco Maps Portrait Drive 

The Ansco division of General 
Aniline & Film Corp., Binghamton, 
N. Y., has announced plans for a 
new campaign to promote men’s 
portraits. A full-page ad will ap- 
pear in the April 17 Life. The 
program also includes a set of dis- 
play materials and other adver- 
tising matter for portrait studio 
operators. : 


To Denman & Betteridge 

Denman & Betteridge, Detroit, 
has been named to direct the 
advertising and public relations of 
the Detroit Air Conditioning Insti- 
tute. 


Lewin Agency Adds Space 
A. W. Lewin Co., New York, has 
a additional space at 40 E. 49th 
ee 
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Plan British Auto Show 

Sixty-five British automotive 
manufacturers, including 19 auto 
makers, will participate in the 
British automobile and motorcycle 
show April 15-23 at the Grand 
Central Palace, New York. Local 
advertising is being prepared by 
Grant Advertising. 


Wiener Joins Fashion Co. 


Fashion Advertising Co., New 
York, has appointed Stanley B. 
Wiener, formerly an account ex- 
ecutive with Whitbey Associates, 


as an account executive. 


Joins ‘Arkansas Gazette’ 
William V. Hutt, who formerly 
handled national sales for the 
Farmer-Stockman, published by 
Oklahoma Publishing Co., has 
been named to the newly created 
position of promotion manager of 
the Arkansas Gazette, Little Rock. 


Walsh Gets Tourist Account 

The Montreal office of Walsh 
Advertising Co. has been ap- 
pointed by the New Brunswick 
Bureau of Information and Tourist 
Travel to handle the tourist adver- 
tising for the province. 


Ford Appoints Maharry 


William A. Maharry, formerly 
manager of public relations for 
the airplane division of Curtiss- 
Wright Corp., Columbus, O., has 
been named assistant manager of 
public relations of the Lincoln- 
Mercury division of Ford Motor 
Co., Detroit. 


Giesey Moves Offices 

Paul O. Giesey, Portland, Ore., 
advertising typographer, has 
moved from the Hughes Bldg. to 
the Graphic Arts Blidg., 120 NW 
9th Ave. 


Advertising Age, March 13, ¥ ; 


New PR Group Elects Parry 


Thomas W. Parry, head 
Thomas W. Parry & Associates, } 
been elected president of the new 
formed St. Louis chapter of th 
Public Relations Society of Ames, 
ica. Samuel C. Pace, assistant § 
the president, St. Louis-San Fra, 
cisco Railway Co., has been namy 
secretary-treasurer. 


Fort Worth Bank to Glenn 

The Fort Worth National Bay 
has retained Glenn Advertisj 
Fort Worth, to handle its advert, 
ing. 
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cities, four ads in smaller cities. 

The contest offers consumer 
prizes for completion of “I like 
Mission extra-rich egg noodles be- 
cause...” and is timed with an 
increase in the use of eggs in this 
product. Grocers who supply the 
top three prize-winners will re- 
ceive cash awards, too. 

One unusual angle of the con- 
test is the stress laid on its re- 
gional, rather than national, scope. 


The opening advertising states: 
“You have 40 times more chances 
to win than if this were a national 
contest. This is a local contest, 
only advertised in an area con- 
taining less than 24%% of our na- 
tional population.” 

In trade circles, the contest is 
viewed as one way of answering 
price-cutting competition. The 
contest is merchandised in north- 
west trade papers and with dealer 
sales material. Frank Taskett Ad- 
vertising Agency has the account. 


Levine Directs Raleigh Ads 

Raleigh Haberdasher, Washing- 
ton department store, has named 
Emanuel Levine, previously an 
account executive with Sterling 
Advertising Agency, as advertis- 
ing director. 


Andrews Doing Free Lance 
Charlie Andrews, radio copy- 
writer for Needham, Louis & 
Brorby, has resigned to devote his 
time to free lance work. His ac- 
counts include the Garroway 
shows, Patsy Lee and others. 


13,9 ae Advertising Age, March 13, 1950 
arry § Mission Macaroni Opens Regional Contest 
med searr.s—What is billed as “the 
ne Newh most powerful ad campaign ever 
Of thi run on any macaroni product”— 
f Amen}, $2,500 cash contest, heavily 
istant ip) packed by newspaper advertising 
n _-was opened last week by Mission 
amed Macaroni Co. 

The contest will run in 32 news- 
nn papers in four Pacific Northwest 
al Ban, | states. Initial advertising is in 
ertising 1,230-line size. The ‘two-month 
dvert, | campaign uses six ads in larger 
a 


Jmost every American male—juvenile or 
andparent—likes to play railroader. A 
armless pastime—until politicians start 


laying with the Nation’s rolling stock. 


ook what happened when the government 
perated the rails for 790 days during 
orld War I! Operation costs to the 
vernment—ultimately, the taxpayers— 
ere $1,894,000 each day. What’s more, 
he rails were plagued by traffic jams, car 


hortages, deficits. 


he picture was different in World WarlIlI! 
nder private management and operation, 
merica’s railroads performed miracles 
transporting troops and supplies .. . 
maintaining essential freight and pas- 
nger service. And they paid Federal 
Income taxes at the rate of $3,172,000 a 


Philadelphia 39, Pa. 


CHILTON COMPANY 


Chestnut and 56th Sts. 


play railroader... 


day! On top of this, the rails paid average 
wages of 96.8¢ per hour contrasted te the 
45.8¢ per hour rail workers got in 1917-18. 


So — why all this talk about the ad- 
vantages of governmental management or 
operation of industry? It doesn’t add up. 
Troubles and costs mount fast when poli- 
ticians play railroader . . . or steelmaker 


. . oOr—name your own industry. 


We, at Chilton, believe that industry is 
obligated to do everything in its power 
to present the public with the facts of 
government versus private control of 
industry. The facts are simple enough: 
In private hands, business and industry 
create buying power for everybody—the 
worker, the investor, Federal, state and 


municipal treasuries. 


(INC.) 


100 East 42nd Street 


e New York 17, N. Y. 
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tells a 
momentous 


in two short years! 


up 47% 
in two short years ! 


a MILLION YOUNG 
women live by. 


51.7% increase 


in advertising lineage for 


= aagg 
| 
the first 3 issues of 1950. 


The magazine young 
wives live by 


More news on pages 18, 19, 62, 63, 64 
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INCREASE 


IN NET PAID 
CIRCULATION IN 
TWO SHORT YEARS! 


2nd half 1947 769,000 ABC 
2nd half 1948 1,050,000 ABC 
2nd half 1949 1,130,000 submitted to ABC 


Over 750,000 NEWSTAND 
sale (at 25¢ a copy)—surest 
barometer of eager reader demand. 


51.7% increase 
in advertising lineage for 
the first 3 issues of 1950. 


The magazine young 
wives live by 


More news on pages 17, 19, 62, 63, 64 
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Juke Box Poll 
Finds Industry 

* * a 
Optimistic for ‘50 

New YorK—The juke box in- 
dustry is more confident of its fu- 
ture in 1950 than it has been in 
any year since the heyday of 1946, 
according to Billboard’s annual 
juke box poll. 

Operators estimate they will sell 
about 48,000 new phonographs 
during the year, and if record sales 
match previous figures, they will 
run close to 47,000,000 discs. Pho- 
nograph manufacturers report that 
sales to operators at the end of 
1949, and for the first two months 
of 1950, already have set new re- 
cords in many plants. 

Optimism in the industry is 
based on several factors: 

1. Increased financial stability 
of both distributors and operators. 

2. Close tieup between produc- 
tion and sales. 

3. Stable equipment prices. 

4. Steady buying by operators. 

5. More business-like manage- 
ment by operators. 


m There are about 400,000 juke 
boxes in use now, and they are 
handled by some 5,550 regular op- 
erators (plus 2,000-odd marginal 
and part-time operators). With 
new phonographs on the market 
now that offer as many as 100 se- 
lections, operators expect to sell lo- 
cations this year which weren't 
interested before .because of lim- 
ited selectivity on earlier models. 

These new sales, however, are 
not expected to increase appreci- 
ably the number of juke boxes 
now in use. It is in the replacement 
of many of the 400,000 phono- 
graphs now on location that the 
operators expect to do a consider- 
able business. 


Skinner Picks Cairns 


William Skinner & Sons, New 
York, manufacturer of fabrics, has 
appointed John A. Cairns & Co., 
New York, to handle advertising 
and promotion. No media schedules 
have been set. Hanly, Hicks, & 
Montgomery formerly had the ac- 
count. 


Delaware Puts Ad Money 
in Sunday Supplements 


Delaware Floor Products, New 
York, has allocated the largest 
share of its 1950 ad budget for 
Flor-Ever, vinylite plastic floor 
covering, for Sunday newspaper 
supplements. This Week Magazine 
and Sunday supplements of the 
Chicago Tribune, New York Daily 
News and the Philadelphia In- 
quirer will be used. The only na- 
tional magazine now scheduled is 
Good Housekeeping. 

Ads will feature a “Home Own- 
ers Guarantee” backing the claims 
made for Flor-Ever. A warranty 
will be issued with each purchase. 
E. T. Howard & Co., New York, is 
the agency. 


Phil Gordon Agency Named 


William Cooper & Nephews Co., 
Chicago, manufacturer of: Pulvex 
dog remedies and livestock and 
agricultural products, has ap- 
pointed the Phil Gordon Agency, 
Chicago, to handle its advertising. 
A Pulvex schedule is being placed 
in American Home, Better Homes 
& Gardens, Collier’s, Country Gen- 
tleman, Field and Stream, Life, 
Look, Outdoor Life, The Saturday 
Evening Post and Sports Afield, 
and a trade campaign in American 
Druggist and Drug Topics. Farm 
publications will carry promotion 
for the company’s agricultural 
products. 


Dawn Moves to Toronto 


Thomas N. Dawn, advertising 
manager of the Bulletin, Edmon- 
ton, Alberta, since 1937, and as- 
sistant publisher for the past year, 
has been appointed director of na- 
tional advertising for the Bulletin, 
three other western dailies and a 
radio station. He is opening an 
office in Toronto to handle national 
advertising for the Bulletin, Cal- 
gary Albertan, Victoria Daily 
Times, Victoria Colonist and Sta- 
tion CJCJ, Calgary. 


Promotes Pianos in Canada 


Kranich & Bach, New York, 
which will manufacture pianos in 
Toronto as Kranich & Bach of Can- 
ada Ltd., is planning a national 
magazine campaign through Aikin- 
McCracken, Toronto. A trade cam- 
paign will seek to establish an ex- 
tensive dealer organization for the 
Cameo, a moderately priced piano 


designed for limited space. 
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The Elks marke | 
for LUGGAGE | 


Of the 1,000,000 readers of 

THE ELKS MAGAZINE, 56.2% indulge in 
one or more pleasure trips a year. 
31.8% take five or more vacation tours. 
Business accounts for a great deal of 

the Elks’ travel time. One to 19 


46.1% of the Elks, while 20 to 52 trips 
are taken by 13.1%. Lots of travel 
demands lots of luggage, and... 
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oa wht us Milt tt Ss sian 


trips are made annually by 


MAGAZINE; 


Tas eed 
“agek ; ee 


Advertising Age, March 13, igi 


Walter H. Neff, assistant to the president of United Airlines, who 
answers to the nickname “Bob,” has been on the firing line of airling 
executives over an article written by Robert Dexter Neff, titled “Captain 
in Command,” in the Feb. 25 issue of Collier’s. The article blasted non. 
scheduled airlines with charges of bad ethics, overloading, and poor 
service. Since then Walter “Bob” Neff has been trying to forget he’s 
known by any name besides Walter. . . 

Hugo Gernsback, editor and publisher of Radio-Electronics, wag 
awarded the Marconi Memorial Wireless Pioneer Medal for his pioneer. 
ing achievements in radio art at the silver anniversary dinner-cruise of 
the Veteran Wireless Operators Association in New York Feb. 25. . . 

Ernest K. Lindley, chief of Newsweek’s Washington bureau and mod- 
erator for the DuMont television show, “Newsweek Views the News,” 
gained recognition March 3 when the Overseas Press Club gave him 
its first award for the best television reporting and interpretation of 
foreign news at the 11th annual OPC dinner in New York. . . 


RECOGNITION—Frank J. Ryan (left), vice-president of the Cleveland Convention 

and Visitors Bureau, presents a ‘plaque to John F. Patt, vice-president and general 

manager of WGAR, for civic leadership and community service. The presentation was 

made at a joint meeting of the bureau and the Cleveland Advertising Club, of which 
Mr. Patt is a past president. 


Clare Barnes, art director of Benton & Bowles and author of “White 
Collar Zoo” and “Home Sweet Zoo,” is preparing a third in the series, 
titled “Campus Zoo,” which is set for April publication. . . 

February was Anniversary Month at James Fisher Co. On the 22nd, 
the Toronto-Montreal agency celebrated the 30th anniversary of the 
company and the 25th anniversary of President Allan L. Thompson and 
Vice-President George A. Martin. The staffs of both offices got together 
at a party at the Granite Club, Toronto, at which silver cigaret boxes 
were presented to the two 25-year executives. . . 

John McGuire of the Chicago sales staff of Sarra Inc., and his bride, 
the former Helen Peret, associate editor of National Provisioner, have 
returned from a honeymoon in the Southwest. .. Pat McGuirk, producer 
for KCBS, San Francisco, and Gladys Bahihorn, former KCBS script 
typist, were married in Reno Jan. 21. . . Carol Howard, program opera- 
tions manager of KECA-TV, Los Angeles, will resign April 1 to marry 
James M. Valentine, supervisor of TV engineering for ABC’s central 
division, Chicago. The wedding’s set for April 22... 

Franklin M. Doolittle, pres. of Connecticut Broadcasting Co., Hartford, 
operator of WDRC, Hartford, is back from a vacation in the South. . . 
A five-week Florida holiday is over for James T. Milne, manager of 
WNHC, New Haven, Conn... 

Jack Wilkins, national advertising salesman and editor of “Trade 
News” for the Journal, Portland, Ore., and Mrs. Wilkins are parents of 
their first son, Peter, born Feb. 19. . . It was a boy, also, for George Foley, 
TV director of Cecil & Presbrey, New York, and Mrs. Foley. . . 

Harry R. McRell, assistant to Robert Paxton, mgr. of the General 
Electric transformer and allied products divisions, Pittsfield, Mass., 
retired March 1. He joined GE in 1910 and, along with L. R. Brown, . 
whom he succeeded as manager of sales for the Pittsfield works three 
years ago, started the transformer sales division. . . 

Add gridiron dinners: The Women’s Advertising Club of Milwaukee 
is giving one at the Pfister Hotel April 20, with Allan Beaumont, staff 
director of WTMJ, as director. Skits are being written by club 
members. . . 

Willis E. Hartshorn, who is with the media department of Kelly, Nason 
Inc., New York, was married Feb. 25 to Hope Mayo of Branford, Conn. 
They’re on a Bermuda honeymoon. . . A New Haven bridegroom is 
William E. Mortison Jr., account executive of Remsen Advertising 
Agency, who married Barbara Boisvert, of Prospect, Conn. . . 

Karl Koerper, v.p. and managing director of KMBC and KFRM, Kansas 
City, Mo., and Frank Gannett, head of Gannett Newspapers (Hartford 
Times, Rochester Times-Union, etc.), are newly-elected members of 
the board of trustees of the William Allen White Foundation at the 
University of Kansas. .. William F. Malo, commercial manager of WDRC, 
Hartford, has been vacationing in Mexico. . . 

A wedding—choir, flower-banked altar and all—and the reception 
which followed were televised for San Francisco viewers when Jean 
Van Deventer, receptionist at KPIX, was married to Ken Gildez, 
wholesale manager of Spiro’s, local sports store. It all started when the 
then bride-to-be appeared on the station’s Del Courtney show a month 
ago. Couple of weeks ago she appeared again to oper the gifts that had 
poured in from interested viewers, and then what could she do but 
consent to have the big event telecast? . .- 

Hugh Feltis, station manager of KING and KING-TV; Robert A. 
Baker, of Frederick E. Baker & Associates; and Howard Anderson, ad 
manager of the Seattle Transit System, members of the Seattle Ad- 
vertising & Sales Club, were elected directors of the Seattle Symphony 
Orchestra following the club’s success in increasing attendance and 
pulling the orchestra out of a hole this winter. Also, the club received a 
trophy “for exceptional civic cooperation” from Manuel Rosenthal, the 
conductor. . . 
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CBS, WT & Wrigley Lose $7,500 Libel Suit 


Cuicaco—A federal court jury 
on March 2 listened to a recording 
of a radio broadcast and then or- 
dered Columbia Broadcasting Sys- 
tem, J. Walter Thompson Co. and 
William Wrigley Jr. Co. to pay $7,- 
500 damages to Lt. Col. Frank L. 
O’Brien of Sugar Grove, Ill. 

The original broadcast was heard 
over CBS on June 28, 1942. It 
dramatized an Alaskan ice floe 
rescue mission flown by O’Brien 
and another Air Force officer. In a 
$50,000 damage suit, O’Brien claim- 
ed that ‘the dramatization made 
him look “cowardly, incompetent 
and inefficient” and obstructed his 
promotion. 

The part of the script that 
O’Brien particularly objected to 
contained some dialog between 
himself and his companion with 
reference to flying out the wounded 
man they had rescued from the 
ice floe. O’Brien denied that such 


a conversation ever took place, and 
claimed that statements attributed ' 


to him in it were libelous. 


ws The defense agreed that the 
dialog was fictitious and had been 
written in merely for dramatic 
effect, but denied that it was in- 
tended to be or, in fact, was libel- 
ous. Attorneys for the three de- 
fendants will appeal the verdict. 

Normally, radio networks and 
advertising agencies obtain clear- 
ances from living persons before 
portraying them in dramatiza- 
tions. In this case, however, with 
O’Brien in Alaska and a war in 
progress, the script wasn’t cleared 
with him before the broadcast was 
aired. 


Esmond Appoints Greene 
Pauline Greene, formerly adver- 
tising director of City Stores, has 
been appointed director of the 
merchandising division of Esmond 
Advertising Corp., New York. She 
will supervise publicity, promo- 
tional planning and contact, adver- 
tising, and new business activities. 


Comptroller Advises 
Accountants to Use 
Sales, Ad Technique 


Cuicaco—Corporation account- 
ants should borrow the techniques 
of the sales, advertising and pro- 
motion departments in preparing 
financial reports and _ budgets, 
according to John D. Grayson, 
comptroller of the Magnavox Co., 
Fort Wayne. 

Speaking before the [Illinois 
Manufacturing Costs Association 
here, Mr. Grayson declared: “The 
average accountant is too matter- 
of-fact in the submission of fi- 
nancial reports and budgets. 


e “He is usually hypercritical of 
the sales, advertising and pro- 
motion departments when, in fact, 
he should borrow from them in the 
matter of experience and thereby 
better merchandise his own pro- 
duct—be it financial statement, 
budget report or comment letter 


regarding departmental efficien- 
oe.” 

He urged accountants and comp- 
trollers to use the tools of the 
sales and advertising departments 
to prepare company forecasts and 
establish quotas. 

“Scientific approaches should 
be used in the forecasting tech- 
nique whether the problem be in 
distribution, manufacture or ad- 
ministration. Heavy reference 
should be made to scientific buying 
power indexes for sales outlets 
by area, so that high selling costs 
may be reduced and promotional 
efforts centered in the most profit- 
able areas,” he said. 


| 


Chamberlin to Boston CofC 


I. D. Chamberlin, for the past 
21 years assistant to the sales pro- 
motion manager of Lever Brothers | 
Co., has been appointed manager 
of the commercial and industrial 
department of the Boston Chamber 
of Commerce. He succeeds James 
H. Walsh, who has been made 
managing director of the chamber. | 


WHO COSTS 52% LESS 


13,393 SETS FOR 


1944 


yoo. 


(WHO CLASS C, % HOUR MAXIMUM DISCOUNT) 


1944! 


48c 


13,393 SETS FOR 


1950: 


January UP 49.7% 
February UP 45.3% 
March UP 57.3% 


Ist Quarter UP 51.1% over 
record breaking 1949 


19 


iE terms of Iowa’s radio homes, WHO cost 
10.6% less in 1949 than in 1944; in terms 
of radio sets in homes, WHO cost 52% less 
than in 1944! 


The increased number of radio sets in 
lowa’s kitchens, dining rooms, bedrooms, etc. 
—and the additional listening they create— 
is even more important than the increase in 
radio homes. Modern research proves that 
SETS make the audience! 


In 1944 there were 596,000 radio homes 
in Iowa; in 1949 there were 769,200! ...In 
1944. there were 904,000 radio sets in Iowa 
homes; in 1949 there were 2,140,000! And 
in addition to this tremendous increase, an 
exceptionally large bonus audience listens in 
cars, offices, barns, stores, service stations 
and hotels. 

Thus WHO is actually a much better buy 
today than in 1944. Radio sets in lowa homes 
alone have increased 136%, while WHO’s 
rates have gone up only about 14%. 


The 1949 Iowa Radio Audience Survey tells 


the whole story of Iowa’s added listening. 
Write to WHO or Free & Peters for your 
free copy! 

* The 1949 lowa Radio Audience Survey is a “must” for 


every advertising, sales or marketing man who is interested 
in Iowa. 


The 1949 Edition is the twelfth annual study of radio 
listening habits in lowa. It was made by Dr. F. L. Whan of 
Wichita University — is based on personal interviews with 
9,116 lowa families, scientifically selected from cities, 
towns, villages and farms all over the State. 


As a service to the sales, advertising and research profes- 
sions, WHO will gladly send a copy of the 1949 Survey to 
anyone interested in the subjects covered. 


W inl © 


+ for lowa PLUS * 
Des Moines . . . 50,000 Watts 


Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 


FREE & PETERS, INC. 
National Representatives 


51.7% increase 


in advertising lineage for 


the first 3 issues of 1950 


The magazine young 
wives live by 


More news on pages 17, 18, 62, 63, 64 
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Geissinger Adds Accounts 


R S Trading Posts Inc., specialist 
in mail order premiums and direct 
mail sales, has appointed W. B. 
Geissinger & Co., Los Angeles, to 
handle its account. Geissinger also 
has been named advertising agency 
for Taylor Automobile Co. News- 
papers, radio, television and trade 
publications will be used for Tay- 
lor Studebaker cars and trucks and 
used cars, retail and wholesale. 


Shaw-Schump Agency Moves 

Shaw-Schump Advertising 
Agency has moved to 1615 Cali- 
fornia St., Denver. 


KLX 


COVERS OAKLAND, CALIFORNIA 
AT LOWEST COST PER 1,00 


Represented nationally — ~ 
by Burn-Smith Co, Inc 


Margarine Bill Changed; 
Now Affects Any Company 

WASHINGTON—Since it was cer- 
tain that the Senate would even- 
tually vote to repeal federal mar- 
garine taxes, dairy bloc foes of 
the legislation decided to load on 
as many “buts” and “ifs” as pos- 
sible. 

One amendment, sponsored by 
Sen. George Aiken (R., Vt.) was 
supposed to provide a stiff penalty 
for margarine manufacturers who 
violate Federal Trade Commission 
advertising restrictions. 

But Senator Aiken outdid him- 


By STANLEY E. COHEN, Washington Editor 


self. 

Result: The final bill before 
both houses for adoption appar- 
ently gives FTC unprecedented en- 
forcement power against any com- 
pany, not just margarine com- 
panies, violating one of its orders. 

Unless the Aiken amendment is 
changed, violations of FTC orders 
will be punishable at the rate of 
$5,000 per day. Under existing law, 
the penalty is $5,000 per offense, 
subject to court order. 

ee @ 

Only a legislative miracle can 

stop second and third class post- 


age rate increases this year. With 
the postal deficit leveling off at 
$500,000,000 a year, some of the 
Senate’s well-known conservatives 
are supporting the administration’s 
demand for sizable rate hikes. 

Sen. Millard Tydings (D., Md.), 
independent Democrat who sur- 
vived the 1936 Roosevelt “purge,” 
told the Senate last week, “The 
dollar of today will purchase only 
60% of what it would purchase in 
1939. That fact alone would in- 
dicate that some adjustments are 
necessary.” “Another factor in the 
case,” he declared, “is that subsi- 
dies themselves are evil. They 
should be applied only as an emer- 
gency measure to accomplish some 
particular purpose. A perpetual 
and continuing subsidy is the least 
justifiable.” 

eee 

Color TV is very much in the 
offing, according to its FCC spon- 
sors. After long hearings, pro-color 


Family habit...the corner service station ! 


.Best way to reach marketing men who plan 
and influence TBA selling programs through the 


Not long ago, 


the neighborhood service station 


was only a gas station. But, today, it’s a com- 
munity institution. It’s a family habit—the place 
to buy most everything automotive. And motor- 
ists name it their preferred source for tires, 
batteries and accessories! 


To put the nation’s top service stations to work 
in your interest, it’s necessary to get the nod 
from oil companies and oil jobbers. More than 


simply word fr 


om the front office that you’re in! 


You need the acceptance of top executives, plus 
the backing of their sales and merchandising 
staffs—the oil men who live with the service sta- 
tions day-to-day, whose job it is to help build 
those TBA sales, 


nation’s best service stations is through adver- 
tising in National Petroleum News .. . the oil 


industry’s marketing magazine! 


Planning to build sales through service stations? 
Write for helpful, new fact-booklet titled “TBA”. 


oil jobbers, conducted through 


* TBLZ\ is the oil industry's designa- 
tion for tires, batteries and 

accessories now being sold in planned 
programs directed by oil companies and 


the no- 


tion's best service stations, promoted by 


National Petroleum News. 


National Petroleum News 


° 
OKO ® 


1213 West Third $t., Cleveland ... Offices in New York, Chicago, Philadelphia, Houston and Los Angeles 
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forces are still confident that colop 
will arrive commercially befor 
the year is over. They believe they 
have enough strength to bea 
down any movement to put color 
on the shelf pending further re 
search. 
ee ee 


General Foods Corp. told Senats 
investigators that it doesn’t like 
mounting coffee prices either. A, 
Sen. Guy Gillette (D., Ia.) re 
sumed hearings on food prig 
spread, Edwin T. Gibson, General 
Foods vice-president, said high 
prices reduce demand, and are not 
in his company’s best interest. “In 
1950 there will undoubtedly be legs 
profits for the Maxwell House di- 
vision than there has beert in re. 
cent history,” he declared. 

eee 

Civil Aeronautics Administra. 
tion has warned private plane 
builders that they are going to 
have to increase the utility of 
their product. Latest CAA figures 
show private plane ownership in 
urban areas down 6% from 1948; 
rural membership is up 12%, with 
biggest increases in mountain, Pa- 
cific and north central states. “If 
the personal plane is to become 
a significant medium of transpor- 
tation it must incorporate the kind 
of utility which will make it use- 
ful to the average man in his 
day-to-day routine,” CAA says. 

e e@ e 


The so-called delivered price 
bill may be before the House for 
a final showdown early next week, 
Despite “small business” opposi- 
tion, it is expected to clear both 
houses and reach the White House, 
probably before the end of this 
month. Foes of the bill claim it 
sterilizes the Robinson-Patman 
Anti-Price Discrimination Act, 
They are getting their ammunition 
from factions within the FTC. But 
the Department of Justice and 
some FTC people say the confer- 
ence compromise written earlier 
leaves essential anti-trust statutes 
intact. 


Robinson Opens Agency 
George A. Robinson has op- 
ened Robinson Advertising Agen- 
cy, with offices in the Guar- 
anty Trust Co. Bldg., Windsor, Ont. 
Mr. Robinson has also been named 
to the plans board of the Windsor 
office of Walsh Advertising Co. to 
act as consultant in retail adver- 
tising and sales promotion. . 


Appoints Rumrill Agency 

Charles L. Rumrill & Co., Roch- 
ester, N. Y., has been appointed to 
direct the advertising of the tele- 
phone division of Stromberg-Carl- 
son Co. of Rochester, effective 
April 3. The agency already han- 
dles the sound systems and carillon 
divisions. 


* 
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No Faster Fir Service at AIT Pre! “ay S866 Daperteres Doty 


COLOR FOR DELTA AIR LINES 
To build maximum winter vacation 
traffic for its Chicago-Florida DC-6 
fleet, Delta Air Lines uses newsprint 
color pages in the Chicago Tribune. 
Latest in the Delta series was the Feb. 
19 page shown above. Burke Dowling 
Adams, Inc. is the agency. (Adv.) 
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Which of these famous race horses can you name? 


Probably you will find it difficult, and most of your friends will, 
too, to recognize (1) Aqueduct-winner Seabiscuit, (2) Derby- 
winner Twenty Grand, or (3) Belmont-winner Equipoise. 


But few of you will fail to recognize the fourth horse. 
Yet that horse ran his last “race” 18 years ago! 


While the other horses have appeared on front pages, sport pages, 
and newsreels, Spark Plug has appeared only in the comics. 


Is there any more graphic way of demonstrating the tremendous 
editorial impact of PUCK, the only national comic weekly? Doesn’t 
it show how PUCK’s all-star cast of characters has woven itself 
into America’s life... Jiggs, who “sold” corned beef and cabbage; 
Popeye, who made spinach a top favorite; Dagwood, who helped 
the U. S. Atomic Energy Commission explain nuclear energy? 


Do you wonder that such hard-headed firms as The Andrew 
Jergens Company, Gillette Safety Razor Company, Ralston Purina 
Company, and many others are spending millions of advertising 
dollars in PUCK, The Comic Weekly? 


Educators speak of comics as “a social force” that constantly 
helps shape our manners, morals, and thinking. But shrewd busi- 
nessmen speak of the comics as a tremendous “sales force”! 


PUCK, The Comic Weekly, distributed with 15 great Sunday 
newspapers from coast to coast, (with its two advertising affiliates ) 
reaches more than 18,000,000 adults (and their youngsters) in 
7400 communities where 83% of all retail sales are made. 


Year after year readership reports show PUCK delivering 3 to 
5 times more thorough readers of advertising per dollar than top 
weekly magazines. If you want to know why advertising in PUCK 
is so effective in selling goods, ask us about “Getting More Out of 
the Dollar!” 


The Only NATIONAL Comic Weekly —A Hearst Publication 
63 Vesey St., N. Y., Hearst Bldg., Chicago, 406 Hearst Bldg., San Francisco 
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Footnotes 


By G. D. CRAIN JR. ———— 


Ed Kobak, former president of 
the Mutual Broadcasting System, 
now operating as a business con- 
sultant, played an important role 
in the negotiations which resulted 
in the sale of the Hooper network 
services to the A. C. Nielsen Co. 

Kobak, who was formerly vice- 
president in charge of sales of 
National Broadcasting Co., and 
later served in the same capacity 
with the Blue Network and the 
American Broadcasting Co., was 
commissioned by Nielsen to make 
a thorough study of the attitude of 
broadcasters, agencies and adver- 
tisers toward listening research, 
and came up with some very in- 
teresting conclusions. 

One was that clients opposed 
having two research services op- 
erating in the same field, because 
of the duplication of effort and 
expense involved. This was im- 
portant to many large companies 
which had created separate staffs 
to analyze the reports of the two 
services, in order to determine sig- 
nificant variations and to utilize 
the data to the best advantage. 


a The other conclusion was that 
the field “overwhelmingly” pre- 
ferred the Nielsen service on the 
grounds of greater accuracy and 
more usable information, particu- 
larly with reference to audience 
flow, duplication of programs, effec- 
tiveness of commercials, and other 
information which has a “diagnos- 
tic” value in improving program 
techniques. 

The greatest weakness in the 
Nielsen service which Kobak re- 
ported was delay in delivery of 
the information. Since the new 
Audimeters now being distributed 
will greatly accelerate delivery of 
Nielsen reports, the customers 
should be very happy with the 
change which has eliminated Hoop- 
er program ratings from the na- 
tional field. 

Strange to say, the criticism orig- 
inally leveled at the Nielsen serv- 
ice, that the sample was too small, 
was not a factor in the reactions 
reported by Kobak. While the Niel- 
sen national radio reports are 
based on only 1,500 homes, the 
care with which they have been 
distributed to provide a statistic- 
ally accurate sample, plus the tre- 


THERE'S CONCENTRATED» 

| BUYING POWER IN 

RN STON-SALEM 
LOOK AT THE EVIDENCE 


1948 SS . 


Per Family 
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KELLY-SMITH COMPANY 


Nationa! Representative 


mendous volume of information 
available through a continuous lis- 
tening report, has satisfied users 
of research material that the Niel- 
sen national averages can be ac- 
cepted as accurate. 


ws The new Audimeters record 
television viewing as well as radio 
listening, for all receivers in each 
home, representing a very inter- 
esting development in the applica- 
tion of this highly engineered 
electronic instrument. Nielsen TV 
service in New York, based on 
Audimeter records, will be ex- 
panded to national coverage this 
fall, as the new instrument is dis- 
tributed to Nielsen radio homes, 
thus providing coverage of those 
television homes included in the 
Nielsen radio panel. 

In the meantime, as announced 
when the Hooper deal was con- 
summated, Nielsen will supply 
national television service through 
TV Network Hooperatings, based 
on Hooper tabulations of coinci- 
dental telephone calls. C. E. Hooper 
undoubtedly believes that his city 


reports on televiewing will be far 
more interesting to advertisers 
than national averages, due to the 
spotty character of television dis- 
tribution, and the wide variations 
in radio listening between televi- 
sion and non-television markets. 
Thus continued competition be- 
tween Nielsen and Hooper will 
focus on this point. 


ms The Nielsen deal with Hooper 
is regarded by most observers as 
unusually liberal, and was un- 
doubtedly based on Nielsen’s de- 
sire to clear the field for the Niel- 
sen Radio Index. As Arthur C. 
Nielsen, president of the company, 
has ‘frankly stated, “We have 
made no secret of the fact that 
many millions of our hard earned 
dollars have been lost in this ven- 
ture.” 

If the elimination of competition 
between Nielsen and Hooper in the 
national field enables the former 
to place the Nielsen Radio Index 
on a profitable basis, it will mean 
a lot, not only to the Nielsen com- 


pany, but to marketing research in 


general. The losses suffered by 
Nielsen have demonstrated anew 
that advertising and market re- 
search is now big business, which 
must be given adequate support if 
it is expected to continue to make 
the great contributions to market- 
ing progress which it has recorded 
in the past. 


KPHO-TV Appoints Petry 


KPHO-TV, Phoenix, has ap- 
pointed Edward Petry & Co., New 
York, as its national sales repre- 
sentative. The station carries pro- 
grams of all four networks. 


Donahue Names Patrick 


Charles Patrick, formerly a vice- 
president and account executive 
with Bermingham, Castleman & 
Pierce, has joined Donahue & Coe, 
New York, as an account executive. 


Theobald Appointed V. P. 


Dale H. Theobald, formerly vice- 
president of Campbell-Sanford Ad- 
vertising Co., has been named 
vice-president of Stedfeld & Byrne, 
Cleveland agency. 
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Marathon Appoints Keady 


William L. Keady, formerly pres. 
ident of United States Gypsum 
Corp., has been made president of 
Marathon Corp., Menasha, Wigs 
effective April 1. He succeeds D. ¢ 
Everest, president and generaj 
manager, who will continue with 
the company as chairman of the 
board. 


Arnold Gets Candy Account 


Deran Confectionery Co., Cam. 
bridge, Mass., maker of Deran thip 
mints and My Baby and Good Jo 
candy bars, has placed its advertis. 
ing with Arnold & Co., Boston. 


Sun Co. Appoints Silton 


Silton Brothers Inc., Boston, has 
been appointed to handle ihe ad. 
vertising of Sun Co., maker of cos. 
tume jewelry. Magazines and Sun- 
day supplements will be used. 


D-F-S Moves in N. Y. 


Dancer-Fitzgerald-Sample, New 
York, has moved to its new 
address, 347 Madison Ave., New 
York 17. Its new phone number 
is ORegon 9-0600. 


Li Jul 
\ 


Guosts Leave GraB-BAG...Without a 
will, estate settlement can resemble a 
subway rush... See “Who'll Pick up 
the Pieces?”’ by Phil Gustafson. 

Propuets Wirnout Honor... Critics 
in Europe go for US musicians... ‘*‘That 
Stuff’ Called Culture”’ by Lili Foldes. 

Lake Trout THREATENED... Lamprey 
in Great Lakes may put 5,000 fishing firms 
out of business... “Blight that Came 
from the Sea,” by Cleland van Dresser. 


used to be! 


LAWYERS FOR Everyone... People of 


nein five... 


is new! 


You'll hardly recognize the USA of 
1940 in the new 1950 Census. Lots of changes! 

More people—150,397,000. More marriages 
than in any previous ten-year period—17,372,000. 
And more kids under ten years of age—29,000,000. 

More people went West! The Pacific Coast has 
14,983,000 population. California is fat and sassy 
with 3,758,000 gain, crowds Pennsylvania and New 
York in Congress. 
passed Detroit and Philadelphia, and is now the 
country’s third largest market. The Middle West is 
way ahead. The East and the South show smaller 
gains. Big cities didn’t grow as much as little ones. 


Metropolitan Los Angeles has 


More people have more money—even 
allowing for smaller dollars and larger taxes. Wages 
are up, from 85% to 250%. More than five times 
as many incomes over $5000 as in 1940! 

The national average of gross farm income was 
over $6000 in *48, a little lower last year... which, 
for six million farmers, means an awful lot of 
money! After ten years of record crops and record 
prices—farmers are much better customers than they 


More people with more money—own more cars, 
fur coats, television sets... buy more beefsteaks, 
permanent waves, baby carriages, cigarettes. And 
still have more money saved than in 1940! 


moderate means now get excellent legal 
talent through Lawyer’s Reference Plan, 
successful in 31 cities . . . Read “Justice 
Opens Her Doors,” by Henry F. Pringle. 
He Gor tHe Orper ... Old Man Frisbie 
had the world’s greatest sales resistance, 
but Joe P. McNash made the sale ... “A 
Salesman is Persistent,” by Nard Jones. ; 
And a dozen other timely articles for 
business men in the March issue. 
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St. Louis Adwomen Launch 
1950 Erma Proetz Award 

The Women’s Advertising Club 
of St. Louis has opened its annual 
Erma Proetz Award competition, 
which was started in 1945 as a 
memorial to Erma Perham Proetz, 
a past president of the club 
and, at the time of her death, a 
vice-president of Gardner Adver- 
tising Co. . 

The awards are given for what 
the contest judges consider the 
most outstanding creative adver- 
tising work in copy, art, radio, etc., 
and will be presented at the Hotel 
Statler in conjunction with the St. 
Louis Exhibit of Advertising, 
which will be on display May 15- 
i. 


Nabisco Starts New Drive 

National Biscuit Co., New York, 
launched a new campaign for 
Nabisco shredded wheat last 
week in 500 newspapers, covering 
approximately 350 cities during 
the next six weeks. The campaign, 
spearheaded by a spread in the 
March 6 Life, was directed to 
mothers to show food values pro- 
vided by shredded wheat and milk. 
McCann-Erickson handles the ac- 
count. 


HEIDT TO TOUR—LE. Col. Joseph F. Goetz of the U. S. Air Force extends an invitation 

to Horace Heidt (Philip Morris “Youth Opportunity Show,’ CBS) to entertain military 

forces in Europe. O. Parker McComas (center), president of Philip Morris & Co., 
joins the band leader in accepting the bid for his troupe. 


Lupton Appoints Warner Coleman Appointed . 

Douglas C. Warner has been ap- Esquire and Esquire’s Apparel 
pointed art director and production} Arts will be represented in ten 
manager of John Mather Lupton| western states by W. F. Coleman 
Co., New York. Co., San Francisco. 


StamFrorp, Conn.—Educators’ 
growing concern over the effects 
of television on the study habits 
of school children probably will be 
intensified by a survey just re- 
leased by the Burdick Junior High 
School here. 

The results of this study, which 
covered the TV viewing of 447 
students ranging from 11 to 15 
years old, were published last 
week in the New York Times. 

Of the children surveyed, some 
223 had receivers in their homes. 
This group spends an average of 
3.86 hours a day watching video 
shows. Some 130 children of non- 
TV owning families said they saw 
telecasts regularly at the homes 
of friends and neighbors. Average 
daily viewing for this group is 2.64 
hours, 

Twenty-four of the boys and 
girls reported TV makes it more 
difficult for them to find time to 
do their homework. A fourth of 


all the interviewees (110) said 
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To satisfy the needs and wants of more people 
with more money, there had to be more factories 
and stores, more lunchrooms and laundromats! 

So today there are some 700,000 companies 
which did not exist prior to 1945. 


are something pretty special, too. More than 90% 
pay $15 in advance for a three-year subscription 
—so they must want this magazine. 

And they do want it... because it gives them 
something they can find nowhere else in business 
journalism. Nation’s Business makes a business 
of background, and presenting the factors that 
affect business conditions. It enables the business 


More than one business in five...is new! 
If you sell to business, you can’t overlook these 
vital new entries...or Nation’s Business, the only 
business publication that comes anywhere near 
covering a major portion of the business market. 
With more than 660,000 circulation, Nation’s 
Business reaches more Big Business than anything 


a, 


man to know why things happen... prepares him to 
plan ahead, and make sounder decisions . . . And 
does a good enough job to warrant the highest 
subscription renewal rate in its field. 

The big circulation unit cuts costs—close to 
those of general media. The monthly issue makes 
your advertising live jonger. To do today’s job in 
the business market, your advertising program 
needs Nation’s Business. 

If you don’t know as much as you should about 
this medium and market...ask the nearest Nation’s 
Business office to tell you. 


in its field...as well as tens of thousands of smaller 


firms and small-town companies not available in 
other general business magazines. 

The advertiser in Nation’s Business is selling 
to prospects that he and his competitors may not 
even know about... finding quick current orders, 


and ensures his future growth. 


From the reader standpoint, NB subscribers 


NATIONS BUSINESS 


WASHINGTON, NEW YORK, CHICAGO, DETROIT, CLEVELAND, SAN FRANCISCO AND LOS ANGELES 
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Stamford, Conn., Survey Shows TV's Effect 
on Study and Other Habits of Teen-agers 


they prepare their lessons before 
watching the shows. 


ws TV’s interference with other 
pursuits was indicated by the fol- 
lowing: 

Some 114 eat supper in front of 
the TV set, at least occasionally. 

Fifty-one of the students with 
sets in their homes now devote less 
time to reading. 

Radio programs are listened to 
“much less” or “hardly ever” by 
169 of the boys and girls whose 
families have video receivers. 

On the positive side, 186 of the 
students credit television with 
having “increased [their] interest 
in events outside of school and 
home.” 


Sheldon, Quick & McElroy 
Merges with McCreery 

Sheldon, Quick & McElroy, New 
York, has merged with Walter 
McCreery Inc., Beverly Hills, Cal., 
to form a New York agency to be 
known as McCreery, Quick & Mc- 
Elroy, with offices at 400 Madison 
Ave. John F. Quick has been 
named vice-president and general 
manager of the combined New 
York operations and will head 
eastern activities. L. C. McElroy 
will continue as vice-president and 
account executive. In making the 
announcement, Walter McCreery, 
president of Walter McCreery Inc., 
said the merger affects New York 
operations only, and the Beverly 
Hills and San Francisco offices of 
the agency will continue under 
their present name. 

Charles F. Miller, who was as- 
sistant art director of Sheldon, 
Quick & McElroy, has been named 
art director of McCreery, Quick & 
McElroy. 


Haywood Publishing Moves 
Haywood Publishing Co. 
moved its office to 22 E. Huron 

St., Chicago 11. 
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a NEW WAY — 
to tell your — 


_ BUILD YOUR SALES 
_ PRESENTATION INTO 

A COLORFUL, 
_ ALL-PLASTIC BROCHURE | 


Toadd new sparkle, permanence . 
and appeal to your sales presen- 

tation, here’s the latest word in 

_». sales brochures. Your story is — 
permanently and colorfully 
printed directly into durable 
plastic sheets in loose-leaf form.. 
This creates a distinctive ‘and 

. lasting sales portfolio that’s easy 
to keep spotless and will not. 
“dog-ear’’ It's different—it's 

. ‘dynamic—worth looking into 

_ today. “ 

: Write for samples and. 
complete details. 


The SILLCOCKS-MILLER Company. 
Pioneers in Plastic Fabrication Since <1910 © 
11 West Parker Avenue, Maplewood, N.J., J 
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‘Fortune’ Finds What 
Makes Company 
‘Best’ to Work For 


New YorkK—In Terre Haute, 
Commercial Solvents Corp. is gen- 
erally regarded as the “best” com- 
pany to work for by the towns- 
people, although it’s not locally 
owned and is non-union. Why? 
Because Commercial Solvents is 
believed to create the greatest 
number of opportunities for its 
workers. 

This is one of the highlights 
of Fortune’s March survey, con- 
ducted by Elmo Roper, made in 
an effort to find out what makes 
a company well-liked in its com- 
munity. 


ws Fortune asked two questions, 
and here are the replies: 

“Which four of the things on 
this list would be the best things 
a company could do to make you 
feel good about its being in Terre 
Haute?” 
Eliminate things 

noise, odors 
Hire local people for some top ex- 

ecutive jobs 53 
Provide playgrounds for children in 

the neighborhood 6 
Pay above average wages 
Cooperate with the labor union 
Build homes for its employes 
Contribute generously to community 

charities 29 
Make its plant as attractive as pos- 

sible 22 
Sponsor athletic teams for the town 
Take an active part in city politics .. 

Express no opini 


a “Which two or three of these 
things would be most important 
to you if you were picking a com- 
pany to work for?” 


like dust, smoke, 
60% 


16 
ll 
6 


The steadiness of employment it 
provides 50% 

The ch for adv t it pro- 
vides 48 

The level of wages it PAYS «0.0... 37 


The working conditions at the com- 
pany 
How well it takes care of employes 
who have been with it a long 
time 
Its attitude toward labor unions 
How well you would get along with 
your boss 
Whether it has a nice group of people 
working for it 9 
Express no 


ini 8 


= Significantly, the survey boiled 
down to a report on three com- 
panies, Commercial Solvents, Ter- 
re Haute Brewing Corp. and Hul-’ 
man & Co. No other company was 
suggested by more than 3% of 
the respondents. 

The public liked the brewery 


4 ae 
Floating Billboards 


Can Sell AGKE OF Your Products 


When you use these colorful /ive ad- 
vertisements as handouts at point-of- 
sale, you get buying action at the very 
point where your sales situation de- 
mands it! “Floating Billboards” please 
everyone, young and old, get immediate 
buying results. Hundreds of satisfied 
users can tell you they've boosted sales 
with this quality premium. 

Drop them from rooftop or plane, en- 
close them as premiums — get “oomph” 
in your sales promotions. Printed in 
fadeless, crackless pigments. Our Ad 
Service Department will give you ideas, 
samples, imprint information. Write 

a ws to The Pioneer 

nee 7 Company, 108 

coma); on Road, Willard, 


<F — 


WITH PIONEER QUALATEX 


(oy piLiBoaros’ 


because it has the reputation of 
paying the best wages in town, 
and is solidly CIO. Hulman & Co. 
has a reputation for public works, 
but also for low wages. 

Showing a list of ten larger 
companies in Terre Haute to re- 
spondents, and asking which two 
companies on this list are inter- 
ested in making the city a better 
place in which to live, the re- 
spondents voted (39%) for Com- 
mercial Solvents, and tied (21%) 
on the brewery and Hulman. 


‘Radio-Electronics’ Offers 
$100 in Monthly Prizes 


Monthly prizes totaling $100 will 
be given for 12 months by Radio- 
Electronics, New: York, for the best 
ideas submitted during the month 
for a practical new radio-electronic 
application in the home. Highest 
prizes will go to contestants who 
have actually built the devices 
they describe. Four prizes will 
be given, $50, $25, $15 and $10. The 
offer is made in the publication’s 
March issue. 


Rose-Derry Names Vallender 

George M. Vallender, formerly 
advertising manager of Waltham 
Watch Co., has been named ad- 
vertising manager of Rose-Derry 
Co., Newton, Mass., maker of Kant- 
wet crib mattresses. 


To Armstrong, Schleifer 

Armstrong, Schleifer & Ripin, 
New York, has been named to 
direct the advertising of Chinese 
Rathskeller, New York, restau- 
rants. Local restaurant columns 
and weeklies will be used. 


Advertising Age, March 13, 1959 


WOXF Appoints Flannagan 
Pat Flannagan has been ap. 
pointed manager of Station WOXP 
Oxford, N. C. He succeeds James 
Childress, who has contracted to 
purchase Station WHCC, Waynes. 


ville, N. C., subject to FCC ap. | 


proval. 


New Utica Agency Formed 
John T. Farquhar and Edward 
J. Bair Jr. have established Far. 
quhar & Bair, a new advertising 
agency, with offices in the Firg 
National Bank Bldg., Utica, N. y. 


More and More Advertisers 


HOUSEHOLD 
HITS HOME! 


with the Protit Combination” 


Here are some of the twenty-three major 
new accounts in the first-quarter 


HOUSEHOLD! 


These big names have seen how 
HOUSEHOLD hits home. How it hits the 
big home families... 2,107,586 of them from 
coast to coast...62% home-owners. Hits 


makes it extra profitable is this: of all the 
big home magazines, only HOUSEHOLD 


: hits hard at the home towns, the free-spend- 


*em with home editorial—food, building, fur- 
nishing, gardening, child care. 


Home Families, Home Editorial... that’s 
the HOUSEHOLD profit combination. What 


ing communities under 25,000. 

And remember, HOUSEHOLD HITS 
HOME for the lowest cost per page per 1,000 
—four colors, $3.20; black and white, $2.40. 


HOUSEHOLD MAGAZINE 


ARTHUR CAPPER, Publisher 
Topeka, Kansas 


te HOUSEHOLD coed? combicaiton 


HOME FAMILIES 


pla 


HOME EDITORIAL 


CONCENTRATED IN THE HOME TOWNS OF AMERICA! 


Adver 
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February Furniture 
Sales Much Above 
Year Ago, Rau Says 


Derroit—The furniture and 
home furnishings industry is lead- 
ing the retail field and is most op- 
timistic as a result, Michigan fur- 
niture dealers were told. 

The sales trend is so good, ac- 
cording to Roscoe R. Rau, execu- 
tive vice-president, National Re- 


tail Furniture Association, that the 
industry “could experience a 
boomlet with the ending of the 
coal strike.” Mr. Rau spoke to the 
Michigan furniture dealers at a 
one-day meeting in Hotel Book- 
Cadillac. 

He said that February sales of 
furniture were 9% ahead of a year 
ago and two out of three stores are 
beating their 1949 records on dol- 
lar levels. “The resulting delivery 
of back orders could push and 
keep sales on a high level well into 


the third quarter,” Mr. Rau de- 
clared. 


w Television was credited with 
assisting the sales goals of the 
home goods industry. As a result 
of the TV influence, more time is 
being spent in the home and more 
families are constantly improving 
home surroundings, Mr. Rau as- 
serted. 

High volume production of 
housing, increasing population fig- 
ures and the definite consumer 


trend toward home furnishings 
have provided the industry with 
the incentive for current produc- 
tion goals, he explained. 

“Furniture is still the best buy 
for the consumer’s dollar,” the as- 
sociation executive said. 

Maury L. Nee, president of the 
National Retail Furniture Associa- 
tion, told the meeting that the 
readiness of the furniture industry 
to meet the style and comfort in- 
terests of the American public is 
a major factor paving the way for 


25 


the tremendous pace-setting sales 
of the furniture trade today. 

Mr. Nee said that today more 
than 2,000 furniture stores are 
using the retail furniture associa- 
tion’s series of films devoted to 
home decorating information. 


NBC Shifts Mills, Others 
on Chicago AM-TV Staff 


Edward C. Cunningham, on Na- 
tional Broadcasting Co.’s Chicago 
sales staff for several years, has 
been appointed sales manager, a 
new position. He takes over local 
AM sales duties formerly handled 
by Oliver Morton, who continues 
as head of the network’s AM and 
TV national spot sales in Chicago. 

Other Chicago appointments: 
John H. Schneider, formerly with 
Station WGN, and Frank DeRosa, 
of the NBC accounting department, 
named to Mr. Cunningham’s sales 
staff; Ted Mills, former NBC Chi- 
cago TV program manager, named 
executive producer for NBC tele- 
vision in Chicago; Arthur Jacob- 
son, former radio program director, 
TV program manager, and Homer 
Heck, former radio production 
manager, radio program director. 


250,000 
SALESMEN 


want to sell 
your line! 


This is more than a headline . . . it’s 
a fact! All over America thousands 


| 
| 


of ambitious men (and women, too) | 
are seeking good lines to sell... | 
direct to the consumer. They'll sell | 


your product or service if you give 
them the chance, and they'll roll up 
a national volume so fast, you'll 


think it’s a miracle. In months in- | 
stead of years your product can be | 


advertised, demonstrated, and sold 
from coast to coast by a hard-hitting 


army of salespeople through the | 
direct-to-user method. Does this | 
sound fantastic? Then read the next | 


paragraph. 


SELLING DIRECT 


The Short Cut to Big Volume | 


Seven BILLION dollars worth of | 
goods and services are sold every | 


year by direct salespeople. $25,000,- 
000.00 of brushes by one manufac- 
turer. $35,000,000.00 of cosmetics 
by another. $12,000,000.00 of 
dresses by a third. $18,000,000.00 
of hosiery by one mill. Dozens of 
companies doing from $1,000,- 
000.00 to $10,000,000.00 annually 
. . . through salespeople who call 
door-to-door, office-to-office, store- 
to-store, factory-to-factory. Many of 
these companies have been in busi- 
ness 25 years and longer, making 


substantial profits year after year. | 


That's the wonder of Direct Selling. 


FREE BOOK 


gives all facts! 


Agencies and advertisers should 
know more about this dynamic 
method of distribution. It’s sound 
— it’s economical —it’s profitable. 
Perhaps Direct Selling is the answer 
to tough competition you (or your 
clients) are seeking. Mail your letter- 


head to OPPORTUNITY, the lead- 


ing magazine in this field for Free | 


Booklet which contains facts, fig- 
ures, and “how-to-do-it” informa- 
tion. No obligation. 


OPPORTUNITY 
MAGAZINE 


Dept. A5, 28 East Jackson Bivd., 
Chicago 4, Illinois 
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Belding Announces 
$150,000 Freedoms 
Foundation Awards 


VALLEY ForGE, Pa.—Freedoms 
Foundation will make awards to- 
taling $100,000 in cash, plus honor 
medals and certificates of merit 
this year, Don Belding, president, 


announced last week. 
Announcement of 1950 winners 
will take place here on Washing- 
ton’s birthday, Feb. 22, 1951. The 
foundation also has set aside $50,- 
000 as a fund for special awards 
to school systems for programs in 
behalf of the American way of life. 
“Based on our experience from 
the 1949 awards, for which we 
received entries from completely 


unanticipated sources,” Mr. Beld- 
ing said, “we have increased the 
classes of awards this year to 
make it possible for every Ameri- 
can, no matter what his or her 
station in life, to be considered for 
an award for ‘speaking up for 


freedom.’ ”’ 


Because of the dual awards for 
1950, two awards juries will serve. 
Dr. Robert L. Johnson, president 


geal) Sell the School Planners As They Plan 


Catalog your products in 
1950-51 American School and University 


For 22 years the standard collective catalog 
of the school and college market 


Write for rates and closing dates 


_ The American School Publishing corperenen— 
470 Fourth Avenue, New York 16, N. 


of Temple University, will be 
chairman of the awards jury for 
rthe school system program. The 
chairman of the general awards 
jury and the membership of both 
juries will,be announced later. 


Utility Company Names BBDO 


Pacific Gas & Electric Co., San 
Francisco, has named Batten, Bar- 
ton, Durstine & Osborn, San Fran- 
cisco, to direct its advertising, 
effective April 1. For several 
years, BBDO served the company 
as special advertising consultant. 


Adamson Appointed A. M. 

C. H. Adamson, assistant chief 
engineer, has been appointed ad- 
vertising manager of Alvey Con- 
veyor Mfg. Co., St. Louis, engi- 
neer and builder of package-hand- 
ling, elevating and conveying 
equipment. 


Joins ‘Reader's Digest’ 

J. Clinton Barnes, formerly with 
Johnson & Johnson Co. in Brazil, 
has joined the New York sales 
staff of Reader’s Digest Interna- 


tional Editions. 


WORCESTER’S WONDROUS TWINS: Acgd BUYING POMPEY Decor NEWSPAPER Ue ERAGE 


“FIM EAU ES acapnise hem? 


= Ml, WRT PRIS 


Worcester Families Have 
-an Interest of Their Own 
in FEATURE PARADE 


amg Wes 


There are two dozen reasons, 


page after page, why 
the Worcester Sunday Telegram Feature Parade is 
Worcester’s Own Magazine. Splashed throughout with 
local color, Feature Parade’s 24 pages boast a loyal 
following of over 100,000 families. Their intense interest, 
in familiar faces and in feature stories laid in well-known 
scenes, is translated into the keenest of local readership. 


Count on the power of Feature Parade’s acceptance 


to sell your product in this major market. Circulation 
over 100,000. 


Advertising Age, March 13, 1989 


Pillsbury Contest 
Ad Wins High Score 
in 136th ARF Study 


New YorK—The Advertising 
Research Foundation has ranked 
a Pillsbury’s Best flour ad as one 
of the highest ten tallied to date 
in the Continuing Study of News. 
paper. Reading, with publication of 
its study’ No. 136 on the Jan, }j 
issue of the Democrat, Johnstown, 
Pa. 

Topping feminine readership jp 
the issue, the Pillsbury ad, ap 
812-line insertion, won fourth 
place honors on the all-study lis 
of highest scoring ads in the gro. 
ceries-foods classification, with g 
score split at men-12% and wo. 
men-48%. 

The ad announced recipes which 
won grand prizes in the company’s 
recent $100,000 recipe and baking 
contest. Layout emphasis was on 
the $50,000 prize winner. 


a The surveyed issue consisted of 
a 24-page Wednesday morning 
newspaper in two sections. Ad- 
vertising linage totaled 29,297, 
with a ratio of advertising to 
editorial matter of 51 to 49. 

Automotive promotion ranked 
highest on the men’s list of reader- 
ship for national ads. Ford Motor 
Co. led off with an institutional 
ad of 1,015 lines telling the story 
of company‘teamwork with inde- 
pendent suppliers to pull a rating 
of 35%. The ad placed second on 
the women’s list with 27% of the 
readership. 

Linco!n-Mercury Division tied 
the Ford ad for first place with an 
identical total for men, and 26% 
for women. A General Motors ad 
for Buick followed with a men’s 
listing of 32% and a women’s tally 
of 11%. 

The fourth ad on both the men’s 
and women’s lists went to Stan- 
dard Brands’ 1,015-line insertion 
for Chase & Sanborn coffee. 


Pushes ‘Cotton Week’ 


National Cotton Council of Am- 
erica, Memphis, currently using 
full pages for promotion of Na- 
tional Cotton Week (May 1 
through 6) in Daily News Record, 
Department Store Economist, Mer- 
chants’ Trade Journal and Wo- 
men’s Wear Daily, will use car 
cards during April and May in 
400 markets, and has received as- 
surances from major soap com- 
panies and many mills of cooper- 
ative advertising support in ra- 
dio, TV and magazines. Herbert 
Rogers Co., Dallas, handles the 
account. 


Mow more thaw ewer SOS0 10 tHE sagt BEEP! 


COLOR F FOR | MAXWELL HOUSE— 
With a new blend to offer Chicago 
housewives, General Foods’ Maxwell 
House Coffee is banging over the fact 


th: TELEGRAM -GAZETTE | 


WORCESTER, MASSACHUSETTS _ | 
GEORGE F Boon PubG sher- 


MOLONEY, REGAN & SCHMITT, INC., NATIONAL REPRESENTATIVES. 
OWNERS of RADIO STATION WTAG 


with newsprint color pages in the Chi- 
cago Tribune. Shown above is the Feb. 
23 page, fourth in the weekly series 
scheduled to appear exclusively in the 
Chicago Tribune during the first quar- 
| ter of 1950. Benton & Bowles is the 
agency. (Adv.) 
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HATS OFF TO 


15 MILLION LADIES, oe 
FOR PROVING... W! 


No advertising sells like advertising 


in the Service Magazines’! 


\e 


HAT VE YOU GOT TO SELL—Woman stuff? 
Then you speak your piece in the 
women’s service magazines,* don’t you? Just 
about all the national brands do. 
So when you have man stuff to sell, you can 
most profitably tell your story in Esquire — 
the only national service magazine® for men! 


AT 50¢ THE HIGHEST NUMBER READERS- 
PER-COPY OF ANY NATIONAL MAGAZINE! 


For men and women really read their service 
magazines*—but hard, but thoroughly! 
They're looking for information... they're 
shopping. 

And every month Esquire turns over to you 


a unique slab of those pre-conditioned cus- 
tomers: more than 750,000 men who plunk 
down a half dollar for a copy, or six big bucks 
for the full year’s menu. 

Esquire’s All-Time High in Circulation! 
But that’s not all: Esquire also hands you 9 
extra readers per copy! Yes, 9 on-the-level 
readers vouched for by documented research 
available for your inspection. 

And that adds up to a total audience of 
7,500,000—in the only national service maga- 
zine* for men! 

No other magazine makes your advertising 
pay off so richly with them as Esquire—the 
only service magazine* for men! 


art a 7 al OS eat oid cnactnapes 
a * eo iee 


EXAMPLE: 
Esquire Sells TRAVEL! 
Last year the Cavalier Hotel 


in Virginia Beach decided to 
give space in Esquire a trial. 


Result No. 1: they were 
swamped with an unprece- 
dented number of inquiries 
—all stemming from their Es- = 

quire advertising. " 


Result No. 2 : they have made ; 
Esquire a “must” on all future ia | 
schedules. Yes—advertising is 
potent, resultful...in “the 
service magazine* for men”! 


Why Those 7,500,000 Readers Find 
“It’s A Man’s World’ —in the 


NEW APRIL ESQUIRE: | 


ESQUIRE’S PERFECT HOUSE — this is the home 
every man will want for his castle after 
blueprinting a path through this ten-page 
supplement on perfection in living. Designed 
by top architects to Esquire’s specifications, it 
embodies everything you’ve ever dreamed 
about, and some surprises that will be news, 
big news, in your plans for the future. 


EDGE OF PANIC Part II- by Henry Kane. 
The smashing climax of the murder story 
started in the March issue. Don’t miss either 
part: This is an exciting, breathless tale 

of a man of violent passions who got mixed 
up in murder. 


SONG OF INDIA~—a color photograph sequence 

of native East Indian dances by world 

famous photographer Philippe Halsman, 
QUENTIN REYNOLDS * MACKINLAY KANTOR 
JIMMY DURANTE + OCTAVUS ROY COHEN 


* Service Magazine: 
a publication serving useful, 
potent, buying information 
to a select audience. 
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CBS...the Columbia Broadcasting System 


... where night after night the greatest stars in radio deliver to advertisers 


the largest audiences at the lowest cost of any major advertising medium. 
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1. The Edgar Bergen —Charlie McCarthy Show 
2. Inner Sanctum 

3. Beulah (Hattie McDaniel) 

4. Lux Radio Theatre (William Keighley) 

5. My Friend Irma (Marie Wilson) 

6. The Bing Crosby Show 

7. You Bet Your Life (Groucho Marx) 

8. Mr. Keen, Tracer of Lost Persons (B. Kilpack) 
9. Jack Benny (Mary Livingstone, Rochester) 
10. Mystery Theatre (Alfred Shirley) 

|. Burns and Allen Show 
12. Lowell Thomas 
13. Edward R. Murrow with the News 

14. Eric Sevareid and the News 
15. Meet Corliss Archer (Janet Waldo) 


pS Se 


. Amos ‘n’ Andy 

. Arthur Godfrey’s Talent Scouts 

. Carnation Contented Hour (Ted Dale) 

. Suspense 

. The Bob Hawk Show 

. Dr. Christian (Jean Hersholt) 

. Mr. and Mrs. North (Alice Frost, J. Curtin) 
. The Goldbergs (Gertrude Berg) 

. The Jack Smith-Dinah Shore-Margaret 


Whiting Show 


. Hallmark Playhouse (James Hilton) 

. Crime Photographer (Staats Cotsworth) 
. My Favorite Husband (Lucille Ball) 

. Skippy Hollywood Theater 

. Leave It To Joan (Joan Davis) 


. Our Miss Brooks (Eve Arden) 
. Dick Haymes’ Club 15 starring 


Andrews Sisters, Evelyn Knight 


. Gangbusters 
. The Vaughn Monroe Show 
. Family Hour of Stars (Kirk Douglas, 


Jane Wyman, Dana Andrews, 
Loretta Young, Irene Dunne) 


. The Gene Autry Show 

. Mr. Chameleon (Karl Swenson) 

. F.B.1. in Peace and War (Martin Blaine) 
. The Horace Heidt Show 

. Sing It Again (Dan Seymour) 

. Life With Luigi (J. Carrol Naish) 

. The Red Skelton Show 
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Specialists in SILK 


SCREEN PRINTING 


INCORPORATED 
BOX 2017 TULSA, OKLAHOMA 


CHNO Names Representatives 


William Wright, Toronto, has 
been named Canadian representa- 
tive; Adam J. Young Jr., U. 
representative; and John Hunt & 
Associates, Vancouver, West Coast 
representative of Station CHNO, 
Sudbury, Ont. 


Cooper to McConnell, Eastman 

McRae J. Cooper, formerly with 
Canadian Advertising Agency, 
Montreal, has joined the Montreal 
office of McConnell, Eastman & 
Co. as account executive. 


Dental Research to Breese 


Dental Research Associates, 
Pittsburgh, manufacturer of Med- 
Dine Dental Magma and Med- 
Dine Pak, has named Murray 
Breese Associates, New York, to 
handle its professional journal and 
direct mail advertising. 


Cairns Promotes Rayment 

A. Collin Rayment, who joined 
John A. Cairns & Co., Montreal, 
on Jan. 1, has been appointed 
account executive in charge of 
agency expansion. 


| 


in 


- +. and now more than 2;600;000 of them 
hurry each month to American Home for useful, 
stimulating homemaking ideas. Because American 
Home talks about home—and nothing else. It’s edited 
for women—and men, too—with a yen for home. 
So, when it comes to getting results for advertisers of 
foods and furnishings, drugs, building materials and 
home equipment, this magazine can’t be matched! 


*Indicates first listing in this column. 

March 16-17. American Management 
Association, marketing division, confess 
ence on sales and merchandising, Hote 
Statler, New York. 

March 27-30. C di A iation of 
Broadcasters, annual convention, Hote 
General Brock, Niagara Falls, Ont. 

March 28-31. Premium Advertising Agd 
sociation of America, 17th annual nas 
tional premium buyers exposition ang 
conference, Stevens Hotel, Chicago. 

March 29-31. Association of National 
Advertisers, annual meeting, The Homes 
stead, Hot Springs, Va. 

March 30-April 1. American Associgs 
tion of Advertising Agencies, annual meets 
ing, Greenbrier, White Sulphur Springs, 
W. Va. 

March 31-April 1. Association of Na- 
tional Advertisers and American Associa- 
tion of Advertising Agenciés, joint meet- 
ing, the Greenbrier, White Sulphur 
Springs, W. Va. 

April 11-12, Annual symposium and ex. 
hibit, Point of Purchase Advertising In- 
stitue, Waldorf-Astoria Hotel, New York, 

April 12-19. National Association of 
Broadcasters, 28th annual convention, 
Stevens Hotel, Chicago. 

April 25-27. American Newspaper Pub- 
lishers Association, annual convention, 
Waldorf-Astoria, New York. 

May 3-4. Associated Business Publica- 
tions, annual conference, Drake Hotel, 
Chicago. 

May 4-6. International Affiliation of 
Sales and Advertising Clubs, 48th annual 
convention, Syracuse, N. Y. 

May 11-12. Public Utilities Advertising 
Association, annual convention, President 
Hotel, Kansas City, Mo. 

May 14-17. National Newspaper Promo- 
tion Association, annual convention, 
Schroeder Hotel, Milwaukee. 

May 22-23. Inland Daily Press Associa- 
tion, spring meeting, Congress Hotel, Chi- 
cago. 

May 31-June 3. Advertising Federation 
of America, 46th annual convention, Ho- 
tel Statler, Detroit. 

June 9-11. California Newspaper Ad- 
vertising Association, annual convention, 
Del Mar Beach Club, Santa Monica. 

June 25-29. Advertising Association of 
the West, annual convention, Hotel Am- 
bassador, Los Angeles. 

June 29. National Association of Maga- 
zine Publishers, summer meeting, West- 
chester Country Club, Rye, N. Y. 

June 29-July 1. National Industrial Ad- 
vertisers Association, annual conference, 
Hotel Biltmore, Los Angeles. 

July 17-19. American Marketing Asso- 
ciation, annual convention, Hotel Fair- 
mont, San Francisco. 

Sept. 18. Outdoor Advertising Associa- 
tion of America, annual convention, Drake 
Hotel, Chicago. 

Sept. 18-21. Financial Public Relations 
Association, 35th annual convention, Ho- 
tel Statler, Boston. 

Sept. 18-21. Printing Industry of Amer- 
ica, annual convention, Palmer House, 
Chicago. 

Sept. 24-28. Advertising Specialty Na- 
tional Association, 47th annual convention 
and Specialty Fair, Palmer House, Chi- 
cago. 

*Sept. 30-Oct. 3. Mail Advertising Ser- 
vice Association International, 29th an- 
nual convention, Roosevelt Hotel, New 
York. 

Oct. 9-11. Central regional meeting, Na- 
tional Newspaper Promotion Association, 
Indianapolis. 

Oct. 22-24. Advertising Federation of 
America, 10th District convention, Herring 
Hotel, Amarillo, Tex. 

Oct. 23-24. Inland Daily Press Associa- 
tion, annual meeting, Congress Hotel, Chi- 
cago. 


Ronalds Gets Goya Perfumes 


Ronalds Advertising Agency, 
Toronto, has been appointed to 
handle advertising of Goya per- 
fumes, colognes and soap. J. ‘ 
Inwood Ltd., Toronto, has been 
named Canadian sales agent for 
the products of Goya Ltd., Lon- 
don, England. 


Lee Joins Station CHUM 


Bob Lee, formerly commercial 
manager of Station CKEY, To- 
ronto, has joined CHUM, Toronto, 
as national sales representative 
in the Toronto district. 


Desitin to Medical Agency 


Desitin Chemical Co., Provi- 
dence, R. I., has appointed Medical 
Advertising Service, New York, to 
handle advertising in business pa- 
pers and by direct mail. 


COVERS OAKLA 
AT LOWEST CO 


Represented nationally. 
by Burn-Smith Co., Inc 
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y Never Underestimate the Power of a Woman! 


Women, who make most household 


purchases, have a way of influencing 


the course of many, many other 
sales as well. That’s why American // \ 


business tells its story to a ~ 


the world’s largest circulation of women — 
by investing more advertising dollars per issue in 


nl 


Ladies’ Home Journal than in any other magazine. 
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Sanson Launches Campaign 


Sanson Hosiery Mills, New York, 
will launch a new campaign for 
Picturesque stockings with full- 
color pages in Harper’s Bazaar 
and Vogue in the March 15 issues. 
A similar schedule will begin in 
Life April 3. Sunday supplements 
will be used for newspaper pro- 
motion. 


Gevaert Appoints Barleben 


Karl A. Barleben, previously 
with E. Leitz Inc., Argus Inc., De- 
Jur-Amsco Corp. and Demornay- 
Budd, has been appointed sales 
promotion manager of the Gevaert 
Co. of America, New York, manu- 
facturer of photographic materials. 


Walker to Platt-Forbes 


Franklin D. Walker has joined 
the Hartford office of Piatt- 
Forbes Inc., where he will handle 
copy for the several divisions of 
United Aircraft Corp. Since 1946 
he has been on the public relations 
staff of Fairchild Engine & Air- 
plane Corp. as editor of its publica- 
tion, “Pegasus.” 


F. W. Dodge Promotes Miller 


George H. Miller, formerly Chi- 
cago district manager, has been 
appointed western manager of 
Home Owners Catalogs, F. W. 
Dodge Corp. service, with head- 
quarters in the Merchandise Mart, 
Chicago. 


NOTRE 


Kibbe Named Horn A. M. 


Ralph D. Kibbe, recently west- 
ern merchandise and promotion 
manager of Philco Corp. in San 
Francisco, has been appointed ad- 
vertising manager of Herbert H. 
Horn Inc., southern California dis- 
tributor of Admiral radios, tele- 
vision receivers and refrigerators, 
ABC washers and other appli- 
ances. 


Appoints Hayhurst Agency 

F. H. Hayhurst Co., Toronto, has 
been named to handle the Cana- 
dian advertising of Rennie’s diges- 
tive tablets, an English product 
distributed by John A. Huston Co., 
Toronto. Newspapers will be used. 


ROU 


AMONG EVENING NEWSPAPERS 


THE TORONTO DAILY STAR 
CARRIED MORE GENERAL NATIONAL 
ADVERTISING THAN ANY SIX DAY 
EVENING PAPER IN NORTH AMERICA 


Chicago Tribune (M) 


4,421,524 


Toronto Daily Star(E)4,203,304 
MontrealLaPresse(E) 4,158 694 
New York Times (M) 3,889,815 
Chicago DailyNews(E)3,807,389 


The above figures are from Media Records 
1949 Linage report on General National 
advertising, first fifty morning and evening 


newspapers. 


THE TORONTO DAILY STAR 


CIRCULATION 409,651 COPIES DAILY 


AVERAGE PAID FOR JANUARY, 1950 


80 KING ST. W., TORONTO UNIVERSITY TOWER BLDG., MONTREAL 


IN U.S.A.—WARD-GRIFFITH CO. INC. 


DIRECTORS—Television Broadcasters Association's 1950-51 board poses for its fing 
photograph. Standing (left to right) are Will Baltin, secretary-treasurer; Frank Russell, 
NBC; George B. Storer, Fort Industry Co.; 
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Dr. Allen B. DuMont; and (seated) Joseph 


A. McDonald, ABC; Lawrence Lowman, CBS; J. R. Poppele, of WOR-TV, TBA president; 
Ernest Loveman, WPTZ, Philadelphia, and Paul Raibourn, Paramount Pictures, 


Men's Clothes 
Merchandising 
Called Antique 


TORONTO-—Speaking at the Ca- 
nadian Men’s Wear Apparel Fair, 
March 7, F. Eugene Ackerman, 
chairman of the executive com- 
mittee of the Wool Bureau, called 
for technical modernization and 
the application of modern tech- 
niques of merchandising in the 
men’s clothing industry in Canada 
and the U.S. 

“Except in a few isolated in- 
stances, the merchandising of 
woolen textiles and men’s clothing 
in the United States follows an 
ancient and outworn pattern cut 
out for a world which no longer 
exists,” he said. 

“The production and distribution 
of women’s clothing is designed on 
a slightly more modern pattern, 
but the clothing industries, in gen- 
eral, urgently need technical mod- 
ernization and the application of 
the modern techniques of mer- 
chandising.” 


me Mr. Ackerman defined mer- 
chandising as the “expert and con- 
tinual use of the increasingly com- 
petent machinery of research, of 
market surveys, of scientific ex- 
ploration into more advanced 
methods of making new textures 
in fabrics, and of research into the 
public’s buying habits and require- 
ments.” 

Pointing out that available re- 
search and survey techniques have 


not been used to determine the}, 


most effective sales appeals for the || 
industry, Mr. Ackerman announ- 
ced that the Wool Bureau has 
started a broad program of tech- 
nical, production and merchandis- 
ing research. He added that the 
bureau’s work has shown the lack 
of fundamental facts essential to 
the success of the industry. 


e Mr. Ackerman said the bureau 
began its research program with 
general knowledge that men buy 
an average of one-third of a suit 
of clothes annually. Further data 
he gave showed that 6% of the 
men of the country, from 18 years 
of age upward, buy an average of 
one suit every six years. A similar 
portion do not buy tailored suits 
but purchase coat or trousers as 
one or the other wears out. 
According to Mr. Ackerman, the 
bureau has discovered that up to 
80% of the country’s men do not 
base their purchases on utility re- 
placement. Purchase motives in- 
clude conformance to social cus- 
toms, sentimental reasons, and 
special occasions, such as com- 
munion or graduation ceremonies. 


a Mr. Ackerman listed four re- 


search projects for improving mer- 


— 


| chandising practices in the wog 
industry: 

“1. The fundamental wool re 
search program at the Textile Re 
search Institute at Princeton, ¥ 
J., which has for its purpose ims 
proving the textures of all grades 
of wool and learning more regard. 
ing the potentialities of the wod 
fiber, based upon wool’s chemical 
and physical structure. 

“2. The collation and publishing 
of technical and practical facts re 
garding wool, with the support and 
assistance of the International 
Wool Secretariat of London. 

“3. A research into, and a sur. 
vey of, the clothing buying habits 
and preferences of the public, and 
the changes which are taking placé 
in clothing habits. 

“4. Appraisal of market oppors 
tunities in the wool, textile and 
clothing industries from the initial 
phase of the bureau’s research 
program.” 


Join in Jute Yarn Campaign 


delphia, has been appointed t6 
handle a cooperative industrial ad- 
vertising campaign on behalf of 
jute yarns. The cooperating com- 


Auburn, N. Y.; Delaware River 
Jute Mills, Philadelphia; Dolphin 
Jute Mills, Paterson, N. J.; Le 
high Spinning Co., Allentown, Pa. 
Linen Thread Co. Paterson; and 
_ Spinning ’Mills, Hanover, 
‘a. 


Appoints Fitzharris 


Ed Fitzharris & Associates, Sam 
Francisco, has been named to di- 
rect the public relations in thé 
western states for Almaden-Ma- 
drone Vineyards. 


The sweetest story ever told ..: 


y ina AL'S- 


t pane 

COLOR FOR NATIONAL TEA 
Timing it to coincide with the midwest 
premiere of Walt Disney’s ‘‘Cinder- 
ella,” National Tea Company of Chi- 
cago ran the 4-color newsprint colof 
page shown above exclusively in the 
Chicago Tribune Feb. 23. A novel 
three-way plug for Natco jellies, Libbey 
Safedge tumblers, and the Disney film, 
the promotion was planned by National 
Tea sales mgr. Val S. Baumann. (Adv.) 


Shaw & Schreiber Inc., Philae 


panies are Columbian Rope Co,§ 
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Josten’s Forms Yearbook 


Division; Names Quale 


Josten’s, Owatonna, Minn., has 
formed a yearbook division. A 
plant is being remodeled for print- 
ing and binding of high school 
and college yearbooks and creation 
of commercial literature. Produc- 
tion in the new division, to be 


Prt 


PRINTED ADHESIVE CELLOPHANE 
TAPE — HUBER BLDG. — YORK, PA. 


known as American Yearbook Co., 
is scheduled to start this spring 
with the sales force concentrating 
on 1951 publications. 

Otto W. Quale, formerly assist- 
ant director of the National Scho- 
lastic Press Association, Univer- 
sity of Minnesota, publisher of 
high school and college syndicated 
newspapers and magazines, has 
been named manager of the new 
yearbook division. 


Lefton Appoints Hess 


Ralph E. Hess, formerly account 
executive and public relations 
director of Joseph Advertising 
Agency, Cincinnati, has been 
named account executive and tech- 
nical counselor of Al Paul Lefton 
Co., Philadelphia. 


in quantities 


¢ in 500 and 750 quontities 
(1000 and over .06c) 


FOR ALL PURPOSES 


Sharp. clear, crisp! Prompt Delivery’ 


8x10 genuine glossy photos 


EASY CHART —Sixe 8x10 


PHOTO- 
MATIC CO. 


Ph: WH itehall 4-2930 
53-59 E. Illinois St. 
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‘Lorain Journal’ 
Banned Ads, Say 
Many Retailers 


CLEVELAND—A parade of Lorain, 
O., business men and women last 
week testified that they were re- 
fused the right to advertise in the 
Lorain Journal if they, bought 
space in a rival Lorain paper or 
advertised over a radio station in 
nearby Elyria. 

The government, moving ahead 
with its anti-trust case against the 
Lorain newspaper, plans to call a 
total of 33 witnesses, before the 
Journal and four of its executives 
open their defense, in the court of 
Federal Judge Emerich B. Freed. 
The trial opened March 1. 

Executives of Smith Davis Corp., 
New York newspaper broker, and 
W. E. Bennett, Chicago, a Sears, 


In Los Angeles 


Represented by 
O'MARA & ORMSBEE, 
NEW YORK 
CHICAGO 


INC. 
DETROIT 
SAN FRANCISCO 


you'll look BIGGER mn..." 


Is 
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in Retail 
in National 


in Total Display 
1st in Want Ads 


Ist in TOTAL 
ADVERTISING 


VIRGIL PINKLEY, 
EDITOR AND PUBLISHER 


theme, 


‘Sun-Rayed 
tomato juice 


MON-SEPARATING » NEVER THIN O8 WATERY 


Advertising Age, March 13, 1969 
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FOR NY SUBWAYS—Sun-Rayed Co., Frankfort, Ind., is using a new approach to its 
“Non-separating, never thin or watery,” with this two-sheet poster litho- 
graphed in ten colors. It will be posted in IRT and BMT subway stations in metro- 
politan New York this spring. Caldwell, Larkin & Co., Indianapolis, is the agency. 


Roebuck & Co. official, are among 
those the government is calling to 
testily. 

A succession of Journal adver- 
tisers last week toid tne court that 
tne paper had discriminated against 
tneiit Oecause tney aiso advertised 
In the Loran Sunday News or over 
Stauon WHOL in Ktyria. 


@ The group, calied by Victor 
mramer, cnier government counsel, 
incuudeu maroid WW. Pyle, vice- 
president of a Lorain bankx; a rouer 
1£1INK Operator, a clotning mercnant 
aud a puick dealer. 

A letter, signed by D. P. Self, 
vournal business manager, and ad- 
uressed to Journal aaver.sers wno 
aisO adverused wiln the Journals 
1iVais, Was Introauced. 

“you are herepy notified,” the 
setter read, “Imac your contract 
witn this newSpaper wili be can- 
ceied JU days trom this date.” 

‘4ne JOurnas executives denied 
taey exerted more than normai 
persuasion in their aeaiings with 
aavertisers. Marker Fuiton, defense 
counsel, called attention to the sU- 
aay canceliation provision in con- 
tracts with adverusers. 

WVonaid Heisner, operator of a 
radio store in Lorain, testified his 
alsplay advertising in the Journal 
was canceled in tnis way after he 
bought time on WLOL. 

A tormer business manager of 
the Journal, Joseph Goores, told 
tne court it was tne policy of the 
Payer to refuse advertising to any 
auvertiser wno bought space in the 
Lorawn Sunday News. Goores, now 
an advertising salesman for the 
Crcveland News, said he was fired 
by une Journal in 1947. 


a Goores said Samuel A. Horvitz, 
Oue of the four deltendants, Out- 
uinmed the restrictive policy to him. 


|| .Orvitz 1s vice-presiaent and sec- 


revary of the publisning firm. 

VUtiner delenaants are frank 
Maioy, eaitor; isadore siorvitz, 
presiuent and treasurer; and Mr. 
Dei, the business manager. 

ine triai is expected to iast from 
three to nve weeks. ‘ihe govern- 
ment also alleges the Journal con- 
Spired to prevent tine saie of tne 
muyria Cnronicle-Telegram in Lor- 
ain. 

Earlier, Russell Stokely, busi- 
ness manager of the Elyria paper, 
testified that his newspaper didn’t 
circulate in Lorain because “it’s 
nard to get into a community 
where there is only one daily.” 

Stokely also testified his news- 
paper rejected advertising of Lor- 
ain merchants because it was 
“never economically prudent’ to 
seek Lorain circuiation. 

“We thought we could do bet- 
ter,” Stokely said, “by expanaing 
in other directions and in our 
national trading area.” 

At the government’s request, 
Judge Freed has ordered the Jour- 
nal to submit profit and loss state- 
iments from 1946 to 1949 and to 


bring in all correspondence and 
records from Jan. 1, 1929, to Dee, 
31, 1932. In this way, the govern- 
ment hopes to show how the Jour- 
nal acquired the Lorain Times- 
Herald. 

The Journal refused to print an 
advertisement for WEOL, accord- 
ing to Charles J. Thornquest, 
former manager of WEOL and now 
manager of Station WONE in Day- 
ton. Mr. Thornquest testified that 
he tried unsuccessfully in 1948 to 
place an advertisement in the 
Journal, announcing the opening 
of WEOL and job openings for 
clerks at the new station. 


Emerson Appoints Kelley 
Executive Vice-President 
Emerson Drug Co., Baltimore, 
has appointed John H. Kelley, who 
has been vice-president and direc- 
tor of advertis- 
ing for the past 
five years, as ex- 
ecutive vice- 


president. 
The company 
also has an- 


nounced the elec- 
tion of the fol- 
lowing officers: 
Francis H. Mc- 
Adoo Jr., vice- 
president; M. E. 
Brennan, secre- 
tary; Benjamin 
Boyd, treasurer, and James H. 
Easter, assistant treasurer. 


Association Names Serrill 


Theodore A. Serrill, associate 
manager of the Pennsylvania 
Newspaper Publishers Association 
for the past six years, has been 
named general manager of the as- 
sociation. He succeeds the late 
William N. Hardy. 


John Kelley 


me VIA 
Takes more than luck 
to reproduce detail 
by photo offset 


FINE OFFSET PRINTING 


The Veritone Co., 2701 Lehmann Court 
Chicago 14 EAstgate 7-8885 
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“ES RAS Bie nome 


With some modesty, we point out that The 
Oil and Gas Journal is today the largest 
magazine in the world (business or general) 
from the standpoint of advertising pages 
carried for the year 1949. There are two 
obvious reasons for this achievement. 


For 48 years the Journal’s growth has 
paralleled that of the dynamic petroleum 
industry which it serves . . . whose 
markets for industrial goods and services 
have grown until today they are among the 
largest in the world. 


Roy 


OIL MEN ALL OVER THE WORLD KNOW THAT... 


Whar. pon follow Lheffourmal... lou follow the Oil uduttry!" 


For these same 48 years, the Journal has 
consistently given its paid subscribers the 
broad all-industry perspective so essential 
in the successful operation of the vast 
petroleum industry, and hence has provided 
its advertisers with readership among the 
type of oil men they needed to reach... . 
with maximum advertising value logically 
following. 


PUBLICATION OFFICE: TULSA 1, OKLAHOMA 
OFFICES: NEW YORK, PITTSBURGH, CHICAGO, 
LOS ANGELES, HOUSTON, ENGLAND 
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$1 Billion TV Ad Fund Will Aim 
at 24,600,000 Homes in ‘55: Vogel 


Expanding Economy Will 
Provide Extra Ad Fund 
for TV, Says GE Exec 


Syracuse—Advertisers will be 
spending a billion dollars annually 
to provide TV entertainment for 
24,600,000 American homes ‘by 
1955, Ernest H. Vogel, manager of 
marketing for the General Elec- 
tric electronics department, pre- 
dicted last week before the Syra- 
cuse Advertising and Sales Club. 

Mr: Vogel said he doesn’t believe 
these funds will be taken from 
current national advertising expen- 
ditures of “roughly $5 billion an- 
nually although some inroads into 
other media will probably occur.” 


s “Practically all economists agree 
that we are in an expanding econ- 
omy,” the GE _ executive said. 
“Projections appear to revolve 
around an economy with a na- 
tional income of $260 billion five 
years hence. That increase in in- 
come at the current 2.1% for ad- 
vertising would produce an addi- 
tional $700,000,000. This would 
practically supply the needed 
funds, figuring on establishing a 
balance between radio. and tele- 
vision, and perhaps cutting into 
other media to a minor degree. 

“If the expanding economy 
should not develop and the trend 
would tend to reverse, then we 
will have an era of tough selling 
to hold the present level. Tough 
selling means more advertising 
and a probable return to the his- 
toric 3% ratio of advertising. If 
this percentage is increased from 
2.1% to 3% and we hold the $226 
billion national income, we add 
about $2 billion for advertising. 
This: would provide us with our 
needed billion for television and 
permit other media, including ra- 
dio, to expand an average of 20%.” 


@ Mr. Vogel sees 513 TV stations, 
interconnected by four major net- 
works, in operation by 1955, an 
average of 80 to be added yearly 
between now and then. Of these, 
310 will be added in 146 new mar- 
kets and 94 will provide additional 
outlets in the present video areas. 

Pointing out that talent-produc- 
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tion costs for the top 24 network 
shows on TV range from $4,000 to 
$22,000, Mr. Vogel said time and 
talent costs for a _high-caliber 
show over future 125-station hook- 
ups conceivably can run as high as 
$100,000 or more. 

Since not many advertisers can 
afford this type of show, TV may 
evolve (and already has started in 
that direction) various methods of 
circumventing the cost problem, 
he suggested. He listed the fol- 


lowing: 

1. Every-other-week shows, such 
as the Ken Murray program for 
Anheuser-Busch and “Lucky Strike 
Theater.” 

2. TV purchased like magazines, 
13 times a year. 

3. Extension of co-sponsorship 
of shows, such as “Stop the Music,” 
which is jointly carried on radio 
and video. 

4. NBC’s “Saturday Night,” 
which offers advertisers sponsor- 
ship credit on a $50,000 show for 
less than $7,000 a week. 

5. Trend away from hour shows 
to 30 and 15-minute programs. 


@ Television already has made 
great strides in commercial tech- 


nique, Mr. Vogel said, adding: 

“A great talent is developing to 
incorporate commercials as part 
of the entertainment, producing 
them with the same finesse and 
through the same talent that 
provides the body of the show. 
This principle will be improved as 
the techniques and experience 
develop and will void, in great 
measure, the public resentment to 
commercials that developed in ra- 
dio. Ingeniously and properly done, 
the commercial can be made as ac- 
ceptable as entertainment. This 
is already being proven.” 


Erwin Rejoins Erwin, Wasey 


Thomas Erwin, who for the 
past year has been vice-president 


Advertising Age, March 13, 195 


and general manager of Abbott 
Kimball Co., Chicago, has rejoined 
the Chicago office of Erwin, Wasey 
& Co. as vice-president and plan 
board director. Mr. Erwin left the 
New York office of Erwin, W 

in 1934 to become director of copy 
and later vice-president and ac. 
count executive of Lennen & 
Mitchell. 


Federal Picks Tashian 

Federal Advertising Agency, 
New York, has appointed Melcon 
Tashian, who formerly ran his own 
studio, as an art director. 


Nu-Enamel Moves Offices 

Nu-Enamel Corp., Chicago, has 
moved its general offices from 
332 S. Michigan Ave. to 444 Lake 
Shofe Dr. 
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Modern Tours and Berman 
Name Esmond Agency 


Berman Shipping Co., New York, 
has appointed Lawrence Esmon 
Advertising Corp., New York, to 
handle advertising in newspapers, 
magazines and on outdoor posters. 
The company is a new advertiser. 

Modern Tours Inc., New York, 
has also named the agency to 
handle advertising in newspapers 
and magazines. 


Appoints Foster & Davies 

Holdenline Co., Cleveland, has 
named Foster & Davies, Cleveland, 
to direct an advertising campaign 
for a new line of plastic shielded 
lighting fixtures. Trade publi- 
cations, newspapers, radio and 
direct mail will be used. 


Shulton Launches Shampoo 


Shulton Inc., manufacturer of 
men’s toiletries, will launch a new 


qd|campaign for the introduction of 


Shulton shampoo, in April issues of 
seven magazines. The product will 
retail for 85¢ for a 5%4-ounce 
plastic bottle. Scheduled to kick 
off shampoo copy in April are: 
Good Housekeeping, Look, Modern 
Screen, Photoplay, Seventeen, This 
Week Magazine and Woman’s 
Home Companion. Wesley Associ- 
ates, New York, handles the ac- 
count. 


Neusteter Names Bergman 


Bernice Bergman has been ap- 
pointed art director of the adver- 
tising department of Neusteter’s, 
Denver department store. 


a OS a 


Drug Store Displays Raise Sales 41%; 
Non-Display Stores Show 24% Decline 


Cuicaco—The strongest positive 
statement on the value of point of 
purchase display yet’ made was 
issued last week by A. C. Nielsen 
Co. It said: 

“Display increases sales 41%; 
non-display decreases sales 24%.” 

The statement was based on a 
“cooperative special research 
study” in the drug stores which are 
audited for the Nielsen Drug In- 
dex. 

“Sales in the stores properly dis- 
playing a typical, nationally ad- 
vertised brand increased 41%,” 
Nielsen said flatly, and added: 


“Sales in the non-display stores 
went down 24% on the particular 
brands featured in the display 
stores. In other words, the display 
stores divert business from the 
non-display stores.” 


sw “The net effect of increased dis- 
play effort is frequently a gain in 
sales—an average 8%2% sales gain 
in the particular cases studied. 
Only by knowing this can the man- 
ufacturer judge how much dollar 
effort to spend on display. The 
druggist who doesn’t tie in with 


national advertising campaigns on 


Radio’s versatile voice, on any network, is bravo’d 
from family circle to parterre box (and office box) 
as man’s best means of reaching folks and selling 
goods. And Mutual is the network which raises 
this voice in more markets than any other. 

Like the others, we sing it out fortissimo in 
all the larger centers, wherever the score calls for 
lung-top volume. But sellouts at the Met are not 
enough: how do you do on the road? 

Your sales overtures today can succeed or fail 
on performance in the rest of the nation. And here 
a significant Mutual “difference” can mean a vital 


plus for you in your present sales arrangements. 


REMEMBER THESE OTHER MUTUAL PLUS-DIFFERENCES: 


Lowest Costs, Hookup by Hookup, of All Networks. 
Largest Audiences per Dollar in All Network Radio. th 
Maximum Flexibility for Custom-Tailored Hookups. 


‘Where-to-Buy-It’ Cut-Ins Available at No Extra Cost. 


@ 


Mutual offers a selection of over 300 markets, 
coast to coast, where no other network has a sta- 
tion; 300 extraordinarily response-able markets 
(56% above the U.S. average in sales per capita) 
where your voice dominates and audience ratings 
soar 2 to 6 times above their big-city levels. 

In these markets Mutual literally steals the 
scex.e for you, enabling you to win customers and 
dealerships where other networks are remote. 

Finally, to the steady obbligato of the greatest 
homes-per-dollar values in network radio, you can 
sing it solo in more markets on Mutual than on 


all other networks combined. The stage is yours. 


The Difference is MUTUAL! 


mutual 


broadcasting 


system 
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leading sellers risks greater in- 
dividual loss—24%—or stands to 
gain 41% in his sales.” 

In addition to auditing sales 
turnover in its drug store panel, 
the Nielsen organization also 
checks regularly on the use of dis- 
play material, and a combination 
of the data on use of displays, plus 
sales figures, provided the basis for 
measuring the effect of point of 
sale advertising. 


Eshleman Agency Appointed 


American National Dispensing 
Co., Lansdale, Pa., has appointed 
Benjamin Eshleman Co., Philadel- 
phia, to handle the advertising and 
sales promotion for its Andico 
coffee dispenser and Andico soup 
dispenser. The appointment also 
includes the promotion of Central 
Automatic Sprinkler Co. 


Barnhardt Names Ramsdell 


Barnhardt Mfg. Co., Charlotte, 
N. C., manufacturer of cotton pro- 
ducts for furniture, automotive, 
funeral and dry goods industries, 
has placed its advertising with Lee 
Ramsdell & Co., Philadelphia. 


Linage Gain? 


1949 linage up 4.02% 
over 1948 — counter 

to trend of most other 
publications competing 
for national business 
executive advertising. 


Circulation Up? 


Greatest ever — 
143,050 net paid ABC. 
Total readership now 
is 244,170...in 


every state, all types 
of business. 


Results? 


Those who sell both 
business products and 
consumer products to 
America’s able-to-buy 
people, find Wall Street 
Journal advertising pulls 
inquiries and sales at 
low cost. 


Rates Up? 


In fact, rate-per-thousand 
subscribers has dropped 

56.13% in 8 years, while 

circulation has increased 
over 300%. 


If you advertise to 
business, The Wall 
Street Journal 

should head your list! 


ALL STREET JOURNAL 
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Offers Combination Deal 

Lever Brothers Co., New York, 
is offering grocers an aluminum 
fry pan to be sold in combination 
with a three-pound can of Spry 
and Aunt Jenny’s cook book, a 
$2.30 value for $1.59. The company 
recently offered a saucepan with 
soap products. This combination 
deal sold over 1,000,000 pieces of 
aluminum ware. 


COVERS OAKLA 
AT LOWEST COS 


PER 1,000 


~ Represented nationally © 


by Burn Smith Co . Inc 


‘News-Record’ to Kaufman 


The News-Record, Greensboro, 
N. C., has appointed Henry J. 
Kaufman & Associates, Washing- 
ton, D. C., for a new and expanded 
sales and advertising trade pub- 
lication campaign. The series will 


| be based on a detailed story of the 


growing Greensboro market, re- 
vealed in research conducted by 
the paper during the past year. 


Duo-Therm Names Two 


Duo-Therm division of Motor 
Wheel Corp., Lansing, Mich., has 
appointed James C. Carlton eastern 
district manager, and Theo Val- 
jean, western district manager. 
Mr. Carlton has been with the 
company since 1929, and Mr. Val- 
jean started in 1937. 


IRVING WOOLF & CO. 


Photo Gelatin DOES THE TRICK 
ONE TO FULL COLOR PRINTING « INEXPENSIVE 


CHICAGO » S DEARBORN ST 
LOS ANGELES 6/69 LEXINGTON AVE 


Demonstration 
of Appliances 
in Homes Gains 


(Continued from Page 1) 
and International Harvester, han- 
dled the programs. 


@ The regular series has been 
completed, but Bedford has a TV 
option on the New York Knicker- 
bocker playoffs. 

Bedford Stores, like most 
other appliance chains in the met- 
ropolitan area, is also a good client 
of independent radio stations. Its 
home demonstration offer for RCA 
television sets is being made on 
six 15-minute programs weekly 
on WNEW. Free home trials for 
DuMont TV sets are offered by 
Bedford on 12 shows weekly on 


WMGM;; a similar proposition is 


BUT ONLY ONE... 


You can’t catch a mermaid with grubworms. 


With radio stations everywhere WSM remains unique in its ability 
to reach—to sell an area. Two of the reasons: 50,000 watt 1-A 
Clear Channel power . . . production facilities and a staff of 200 
entertainers programming local originations to hold an audience 


of highly specialized radio tastes. 


Successful advertisers know —you land the Central South’s most 


desirable sales-fish by using WSM. 


WM 


NASHVILLE 


And you can’t land 
your full share of profits in the booming Central South market 
unless WSM carries your advertising. 


CLEAR CHANNEL 
50,000 WATTS 


HARRY STONE 
General Manager 

IRVING WAUGH 
Cc 


inl AA 
cor 


EDWARD PETRY & CO. 
National Representative 


made on behalf of Capehart sets 
nightly on the Bea Kalmus session 
on WMGM. Time on this station is 
bought through Richard & Gun- 
ther. 

Bedford, for Tele-King video 
receivers, is sponsoring an hour 
show featuring Earl Wilson six 
nights a week on WINS. This pro- 
gram started a couple of weeks 
ago as a test. 


a Sunset Appliance Stores, one of 
the heaviest retail TV sponsors, 
will add another video program to 
its schedule soon. Its latest acquisi- 
tion is the new Joyce Matthews 
show, which starts April 5 over 
WCBS-TV. 

Sunset’s present TV lineup in- 
cludes wrestling once a week and 
hockey meets of the Rovers and 
Rangers, including playoff series 
over WPIX and wrestling weekly 
over WABD. The WPIX telecasts, 
which feature RCA, Bendix and 
International Harvester products, 
are paid for out of co-op funds, 
with Arnold Cohan as the agency. 
Wrestling on WABD features Du- 
Mont telesets and is placed through 
Donahue & Coe. 

Thanks at least partly to the suc- 
cess of home demonstration pro- 
motion, which is also being pushed 
with several programs weekly on 
WNEW, Sunset Appliance will add 
stores in the Bronx and Long Is- 
land soon. 


s As a further come-on to tele- 
phone calls, Sunset presents beauty 
treatments, nylons and watches to 
persons who give Sunset the name 
of a prospect who can be turned 
into a buyer. 

Irwin Edward Wortman, general 
sales manager of Sunset, explains 
why his company finds television 
(which, of course, reaches mostly 
people who already own TV sets) 
such an effective medium for sell- 
ing video receivers: 

“We have found a word of 
mouth recommendation to be very 
important in the sale of TV sets. 
Friends of non-video set owners 
see our programs and recommend 
our stores as a place to buy a set. 
People who are sold on television 
after watching on somebody else’s 
set, are pleased with the oppor- 
tunity of buying without having 
to make a trip to a store.” 


s A somewhat different view is 
held by Sidney Horne, advertis- 
ing director of Dynamic Electron- 
ics, which advertises nothing on 
TV and divides its advertising bud- 
get about evenly between radio 
and newspapers. 

Mr. Horne vetoes TV as a me- 
dium for selling sets “for the rea- 
son that most of the market al- 
ready has the product you're trying 
to sell them.” However, he adds 
that Dynamic believes in trying 
everything that sounds good and 
may well move into TV when “we 
think we have a formula that will 
work.” 

Dynamic offers home demon- 
strations of Majestic sets via WOR, 
RCA sets on WNEW and WMGM, 
and Admiral sets on WMCA and 
WVNJ, Newark. 


# Frost Television Stores publi- 
cize their home demonstration of- 
fers for various types of appli- 
ances in newspaper ads, which 
include phone number and cou- 
pons, and on radio and TV. Get- 
schal & Richard, which places all 
Frost advertising except co-op 
campaigns handled by distributors’ 
agencies, reports that between 60% 


a home demonstration buy. 

Frost sponsors wrestling on 
WOR-TV and shows on WNEW to 
publicize RCA, Bendix and IH 
products. Hallicrafter TV sets are 
promoted on WQXR. A heavy 
schedule for Capehart sets—24 
quarter-hour programs weekly— 
is carried on WINS. Advertising 
plugging these sets on a credit 


plan at the rate of “less than the 
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cost of two movie tickets per 
week” was discontinued by the 
agency after motion picture com. 
panies reportedly complained tg 
the station. 


e Muntz-TV, which sells direct to 
the customer, claims to be the 
first to offer free home demon. 
strations for video sets. 

Muntz is now spending more 
than $1,000,000 to plug the “Muntz 
to You” theme in 12 cities. About 
80% of this budget, allocated 
through Klinger Advertising Corp, 
goes into radio. Newspapers get 
the rest. 


ws Gerald O. Kaye, vice-president 
in charge of sales, Bruno-New 
York, which last year reportedly 
grossed $40,000,000 by gearing its 
operations to the retail level, points 
out that the home demonstration 
technique has been perfected to 
a new high for TV. 

“First of all, the system has been 
highly organized,” he said. “If a 
prospect calls he usually gets a set 
installed the same day. If it doesn’t 
work properly on installation, a 
service man is there within the 
hour to make an adjustment. 

“The followup, too, is carefully 

planned. Retailers don’t just leave 
a set and let it go at that; they do 
everything possible to see that the 
potential customer is happy with 
the set. ( 
“To make demonstrations even 
more productive, arrangements are 
made whenever possible to see 
that two or three families can see 
them at once. Frequently, when 
the sale is closed, a set has been 
sold to the family which asked 
for the demonstration and to a 
couple of neighbors as well.” 


# Bruno carries a sizable adver- 
tising budget, the majority of 
which goes into newspapers. The 
distributor pays a national rate for 
newspaper ads in New York and 
ranks among the first ten national 
advertisers in those papers. Bruno 
also is a heavy user of cooperative 
promotion. 

The company spends approxi- 
mately $350,000 (co-op and other- 
wise) yearly on WNEW. It is the 
only sponsor offering appliance 
demonstrations on WNEW. “We 
spend all our radio money on 
WNEW to make sure we get all 
the home demonstration calls that 
are produced by that station,” Mr. 
Kaye said. He indicated that a 
potential customer list split too 
many ways might not prove prof- 
itable for anybody. 

This feeling is partly shared 
by independent station WMCA, 
which grosses about $4,500 weekly 


and 80% of the people who ask for | | 
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SEE IT AT THE AUTO SHOW ! 
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COLOR FOR FORD—Ford spear- 
headed its promotion for Chicago’s first 
auto show in ten years with the above 
newsprint color page placed in the Chi- 
cago Tribune on Feb. 19 by J. Walter 
Thompson. The more than 54,000 lines 
of automotive advertising which the 
Chicago Tribune printed during the 
period of the show was the largest vol- 
ume of such advertising placed in any 
Chicago newspaper. (Adv.) 
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LIFE-SIZE TV—At Jacob Schmidt Brewing Co.'s distributor convention in St. Paul, 

Ward Olmsted, senior partner in Olmsted & Foley, tunes in a simulated television set 

to hear the WCCO City Club quartet. Mr. Olmsted headed the ‘s pr tati 
of the 1950 advertising program for the brewer's City Club beer. 


from three companies with free TV| tailers, headlines “no down pay- 


WJZ and WOR) and newspaper 


promotion emphasize price cuts 
and frequently don’t identify the 
set offered by trade name. 

Vim sponsors, with RCA, a 
weekly talent hunt telecast over 
WNBT. This promotes the Tele- 
meter “play as you pay” plan. Pur- 
chasers of “nationally famous” TV 
sets are offered a 53-piece set of 
American Limoges china gratis 
by Vim. 


WFAA Shitts Three 


Ray C. Huffer, on the public 
affairs staff, has been appointed 
sales promotion manager of 
WFAA, Dallas. Louis Breault, 
public affairs director, has been 
named head of the continuity 
department. Harry L. Koenigsberg, 
in the continuity department, has 
been made publicity director. 


‘News’ Appoints Baxter 


Robert E. Baxter, formerly with 
Facts Consolidated, San Francisco 
and Los Angeles marketing re- 
search concern, has been ap- 
pointed promotion manager of the 


home trial offers. The station has| ment.” Radio (WAAT, Newark; 


Kaiser-Frazer Names Girard 
General Sales Manager 


Steve Girard has been named 
general sales manager of Kaiser- 
Frazer Corp., Willow Run, Mich. 
He will work under Walter de- 
Martini, vice-president in charge of 
sales. Mr. Girard was with various 
Kaiser enterprises on the West 
Coast before joining the automo- 
bile concern. He has been assist- 
ant works manager at the Willow 
Run plant and in 1948 became 
vice-president of the K-F Export 
Corp. 

Mr. Girard recently returned 
from Holland where he completed 
organization of the Nederlandsche 
Fabireken, N. V., sales distribu- 
tion system for the Rotterdam as- 
sembly affiliate. 


Flying Tiger Names Stebbins 


Flying Tiger Line Ine., air 
freight service, has appointed Bar- 
ton A. Stebbins Advertising Agen- 
cy, Los Angeles, to handle its ad- 
vertising. Newspapers, business 
papers and direct mail are being 
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NEW JERSEY'S FOURTH LARGEST MARKET 


JUICY MELON? 


Bayonne residents spend $292.00° per per- 
son annually for food—36% more than the 
national average of $214.00. Get your share 
of this important market by advertising in 
The Bayonne Times. 
* Source—Sales Management 
Send for the TIMES Market Data Book 


THE BAYONNE TIMES 


NATIONALLY REPRESENTED BY 


used on a test basis and plans are 
being made to develop business 


San Francisco News. 


in selected industries in key areas. | 


BOGNER & MARTIN 
295 Madison Ave., N.Y. © 228 N. LaSalle St., Chicago 


a waiting list of 12 others, but 
restricts its lineup to protect pres- 
ent clients. 


s WNBC and WCBS carry none of 
the home demonstration offers. 
WJZ airs a few spots for Pilot. 
WABD’s “Shoppers Matinee” fea- 
tures home tests for Electrolux and 
General Electric vacuum cleaners. 

International Television Corp. 
uses participations on WJZ-TV’s 
Wednesday night wrestling to ask 
TV set owners to invite their rep- 
resentative over to talk about a 
new service contract. Persons from 
whom the invitation is forthcoming 
receive a television snack tray; 
those who hire International to 
service their sets get five more 
trays. 

Vim Radio & Sporting Goods 
stores do not offer home demon- 
strations. Their newspaper copy, 
like that of most appliance re- 


As a user of Words 
You will be inspired 


FIRST in RETAIL SALES 


(per capita) 


By the Words of.... 


A MAN WHO MADE A FORTUNE 
WITH WORDS, NAMES AND MEN 


as he tells you of his business experi- 
ence and philosophy in his fascinating 
book “Teacher of Business.” 


This man who built one of America’s 
most successful business publishing 
houses — The McGraw-Hill Publishin 
Company — is none other than James H 
McGraw. 


The size of this book is 6% x 9% — 
It is bound in a beautiful green simu- 
lated leather with title and sub title 
printed in gold ink on the front cover. 


An autographed photograph of Mr. 
McGraw worth framing is reproduced 
on a front inside page. This book will 
make a useful, permanent addition to 
your business and home library. 


$100 


. Seattle ranks 


“Ne 
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*Source: Gales ip a pean, Survey of Buying Power, May 10, 1949. 


Advertising Publications, Inc. oo a 

100 E. Ohio St. Chicago 11, Il. ~ > J 

FILL IN AND MAIL THIS COUPON Be, 
TODAY “ae 

2 == Ghe Seattle Gimes == |b Se 


Advertising Publications, Inc. 
Div. 922 
100 E. Ohio St., Chicago 11, Ill. 


ONE DOES n 


Gentlemen: 
Please send me....copies of “Teacher 
of Business”. Enclosed is $.......... 
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REACHES 8 OUTOF 10 
SEATTLE HOMES Va 


Represented by O'MARA & ORMSBEE 


* New York ° 


————— oo ow ae oe -~—--8 


o 


Of the 19 leading markets in the United 
*States—including such cities as Los Angeles, 
.», San Francisco, Chicago and New York, 


_ capita, SECOND in effective buying in- 
come per capita.* 

‘Seattle is expanding to take care of 

et this rich narhet'a spending habits. And above the din of 

Py construction can be heard the steady ringing of cash registers. 
In the BIG Seattle market of more than a half million 

people, advertisers know that success can be found through 

. concentrated frequent advertising in The Seattle Times. 
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Calkins & Holden Copy 
Policy Continues for 
Newly Merged Agency 


New YorkK—Shortly after the 
turn of the century, Earnest Elmo 
alkins and Ralph Holden went 
into the advertising agency busi- 
ness with $2,000 and confidence in 
meaatheir own ability to produce and 
menandle business. 
: Last week the agency, which has 
been in business as Calkins & 
Holden since 1902, was merged 
ith Carlock, McClinton & Smith 
nder the name of Calkins & 
Holden, Carlock, McClinton & 
Smith (AA, March 6). 
Ralph Holden and Earnest 
alkins launched their agency in 
he early days of advertising with 
abilities which complemented each 
other. Holden had been a success- 
ful new-business man with Charles 
Austin Bates, and Calkins had 
risen from a $15-a-week copy- 
mawriter to copy chief in the same 
memagency at the time of his resig- 
nation. 


@ Foreseeing the center of New 
York’s advertising world set some- 
where around the mid-town area, 
Holden first obtained office space 
at 26th St. and Fifth Ave. in the 
St. James Bldg. The agency’s first 
telephone number was one of 
distinction, Columbus 1492, and 
alkins later used the coincidence 
to good advantage with an ad pro- 
moting agency services, titled “Dis- 
covered.” 
Calkins & Holden was an early 
agency to adopt a trademark—CH. 
After outgrowing its first office, the 
agency moved to 247 Park Ave., its 
present address, where CH was the 
first tenant to sign a lease. 


m Among early advertisers with 
he CH trademark on their promo- 
tion were Ingersoll watch, Beech- 
Nut Packing, E. R. Squibb, Dobbs 
Hats, and Thomas A. Edison In- 
dustries. The DL&W Railroad was 
lan early client for whom CH cre- 
ated the now legendary series on 
“Phoebe Snow,” which has re- 
cently been revived in the rail- 
road’s promotion for its stream- 


There's NO 
SALES GLOOM 
‘In St. Petersburg 


| 1949 wound up as being this fa- 


| mous Sunshine City’s BIGGEST 
YEAR. 


We grew UP into the 100,000 
population bracket. 


$ New construction topped all 
previous years. 


$ Real estate sales highest in 
history. 


Bank deposits and clearings 
at ALL time highs. 


2 The TIMES continued FIRST in 
the affections of readers who 
want to know what's new and 
where to buy it . . . and with 
advertisers who wanted to tell 
them. 


ST. PETERSBURG - FLORIDA 


cy TIMES 


Represented by 
Theis & Simpson Co. Inc. 
New York Atlanta Chicago Detroit 
V. J. Obenaver, Jr. in Jacksonville, Fla. 


$2,000 CH Investment 
Leads to CHCMcCdéS 


liner between Hoboken, N. J., and 
Chicago (AA, Nov. 21, ’49). 


@ The early Calkins & Holden also 
held an impressive list of publica- 
tion accounts that included Amer- 
ican Magazine, McCall’s, The Sat- 
urday Evening Post, Woman’s 
Home Companion and also the 
old McClure’s. Magazine promo- 
tion was Calkins’ special depart- 
ment, for his early business career 
had taken him into the fields of re- 
porting and publishing. S. S. Mc- 
Clure was a fellow graduate of 
Calkins’ college, Knox College, 
Galesburg, III. 

In shaping the copy policy of the 
agency, Calkins based the agency’s 
decisions on “truth and good taste 
in advertising.” Today, J. Sher- 
wood Smith, chairman of the board 
of the new agency, told AA that 


he is determined that there will 
be no change in that policy. 

Ralph Holden continued to run 
the business end of the agency 
until his death in 1926. Mr. Calkins 
retired from the agency in 1931, 
but has never completely relin- 
quished his stake in the business. 
Today, at 82, he is often, although 
not regularly, seen in the Calkins 
& Holden offices. 

J. Sherwood Smith, who joined 
the agency in 1927 after serving as 
advertising manager of Harper’s 
Bazaar, will head Calkins & Holden, 
Carlock, McClinton & Smith as 
chairman. Harold L. McClinton, 
formerly a director of N. W. Ayer 
& Son and vice-president in charge 
of radio and television, will sit in 
the president’s chair. 


@ Other principals will be Z. C. 
Barnes, formerly vice-president in 
charge of sales for Mutual Broad- 
casting System; M. E. Carlock, ex- 
Benton & Bowles vice-president, 
and Paul Smith, who previously 
operated his own agency which 


merged with Carlock, McClinton 


E. E. Calkins 


H. L. McClinton 


and Smith early in January. Also 
on the executive staff of the agen- 
cy will be Ray Clayberger, who 
continues as secretary-treasurer, a 
position which he has held with 
CH for 42 years. 

James A. Clarke, who joined the 
art department of Calkins & 
Holden in 1912 as a cub artist and 
was president from 1931 to 1937, 
will also be with the new agency. 
Through the merger the agency 
gained the following accounts: 

Edroy Products, New York, for op- 
tical goods; New York Times for 
promotion through outdoor posters; 


gee |cessory, and Prudential Insurance 
mee |Co. of America for industrial and 
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York, for advertising of art and 
technical books; Princess Eve Prod. 
ucts, New York, women’s cosmet- 
ics; Risdon Mfg. Co,, Naugatuck, 
Conn., for “Scope,” a smokers’ ac- 


general insurance. 


sw Last week, Mr. Smith told AA 
that the agency will continue to 
strive for the standards which Mr. 
Calkins demanded in his early 
copy and art work. He jokingly 
referred to Ray Clayberger, who 
has been president of the National 
Better Business Bureau for the 
past 18 years, as the “policeman of 
the ad business who sits right in 
our own office.” 

Concerning the future of the 
agency, Mr. Smith made the fol- 
lowing prediction: 

“We will never be one of the big 
agencies, because we are to this 
business what the custom-tailored 
shop is to the men’s clothing busi- 
ness. But we will expand with the 
addition of new principals to accept 


Pitman Publishing Corp., New 


as much new business as we can 
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Q* THIS living 

azine warmly welcomed and frequently 
consulted, like an old family friend. It seems to 
stay on top of the family reading matter; both 
the madam and the master keep going back 
until it is read through. 


How attentively they read it, too—more closely 
even than a hobby magazine! Because every 
page, each editorial and advertisement in this 
all-service almanac of better living, touches on 
their warmest, closest interest—their home and 
family. Information on design and decoration, 
news for the family medicine cabinet and din- 
ner table and workbench, tips on everything 
from auto insurance to party novelties—all of 
it beautifully served up in a big, handsome, 


One magazine stays 
‘on top of the heap 


-room table you see one mag- 


] 


colorful magazine that stirs the imagination 


and the “‘let’s buy” impulse! 


Better Homes & Gardens has won its invitation, 
on interest alone, into more than 3,400,000* of 


the better homes in the country. 


It can do a warm and friendly selling job for 
your product, your service or company, to a 
carefully screened multimillion audience and, 
because Better Homes & Gardens keeps “‘on top 
of the heap” in home interest, it is America’s 


lst Point of Sale. 


Doesn’t such a magazine earn “‘top of the list” 


consideration in your advertising plans? Ask 


us to show what:a tremendous 
for you. 


*March issue... 


job it can do 


and going over 3,500,000 soon ! 


America's {* Rint of Cele 


poh Sas ; 
Pd ge, | Cs A 
: 4) 
| 
Mbt 5 
2 WOyaa se 3 ye i 
me 
a 
Ei 
es | | an 
. 
Fe 
eA aes 
Le - 
Basis 
Bi 
> 
_ 
Pen 2, 
‘oo ee os, 
eanee fd! 
ei alee | 
2a 
ae 
ose aie 
eo 
ici 
ae Ae ie 
% po BS 
Rae. 
——————— Bo 
es 7 », i 4 
Os ee °S 
wee. ZA < 
eid 4 
4 C7 7a 
ieee ~ ‘ 
ve —— ee 
as Br de 
ey i ee ' = 
oe : 
ae Po i 
m4 SS Sore 
; Po 
oe 4: of 
: m 
ara | > E 
es 
i 
ea aah gS 9a em te Sue mean a2 le ae pee tea Sr 3s «od eee 5 ie ale IRM oe oleae a ea 


hc 


Bavertising Age, March 13, 1950 


pandle with the individual atten- 
tion that we have been known to 
give accounts.” 

Mr. McClinton, when queried 


about total billings for Calkins & 


“olden, Carlock, McClinton & 
hith, was noncommittal, but said 
e billings picture would be 
®amn good.” 


Vollmer is Ad Manager 
of Falstatf Brewing 


Karl K. Vollmer has been named 
acting advertising manager of the 
Falstaff Brewing Corp., St. Louis. 
He joined the organization last 
August as director of market and 
economic research, which he will 
continue to direct. 

Before joining Falstaff he was 
vice-president and a director of the 
Blanton Co. Earlier, he was vice- 
president and secretary of Co- 
lumbia Brewing Co. 


Label Manufacturers Group 
Appoints Oscar Whitehouse 
Label Manufacturers National 
Association, Washington, has ap- 
pointed Oscar Whitehouse, former- 
ly secretary of the Union Employ- 


ROUND—The circular shape was a natural for the round cheese products of Bel Paese 
Cheese Co., New York, for which Milprint Inc., Milwaukee, printed this overwrap to 
feature the company’s slogan, ‘Famous the world over.” 


ers section of Printing Industry of executive secretary for the past 22 

America, as assistant secretary| years, will retire at the end of the 

effective April 1. year. Mr. Whitehouse will succeed 
Charles R. Cosby, who has been| him as executive secretary. 


Many Media Buyers 
and Sellers Don’t 
Help Advertisers 


Cuicaco—Advertising agencies 
and publishers must cooperate to 
see that the advertiser gets what’s 
best for him, not what’s best for the 
agency, and not what’s best for the 
publisher, Wayne D. Jordan, pres- 
ident, Glenn, Jordan & Stoetzel, 
Chicago, believes. 

Speaking before the Chicago 
Dotted Line Club, Mr. Jordan said 
that space transactions too often 
are on strictly a seller and buyer 
basis, where the space salesman 
tries to get all he can, and the 
media man stiffens and trys to buy 
as little as possible. 

“There are two kinds of agen- 
cies, and two kinds of space sales- 
men,” he said. “We have the ad- 
factory type agency which simply 


buys large volumes of space, and 
fills it with flowery language and 
pictures without knowing the cli- 
jent’s problems. Then we have the 


0 
Screened Market p00 


of more thans3,860,68. 
Better Homes 


“\ 
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exact opposite—the agency with 
the insatiable curiosity, which 
studies the client’s marketing, 
sales and advertising problems be- 
fore making any recommendations. 


2 “On the other side of the fence 
is the peddler-type space repre- 
sentative who tries to get all the 
appropriation for his paper, re- 
gardless of whether or not it is 
sound for the advertiser. He knows 
little of the advertiser’s marketing 
and sales problems. 

“His extreme opposite is the 
salesman who makes a close study 
of the advertiser’s business, and 
of the products to be sold. He 
knows what competition has to 
offer, and observes customer atti- 
tudes. He knows how many differ- 
ent publications should be used 
for the best results. 

“Proper cooperation puts the 
agency and the publisher on the 
same side of the table where they 
are in a much better position to 
help the advertiser sell more goods 
at a profit,” Mr. Jordan concluded. 


Munray Appoints Gallagher 


Thomas P. Gallagher, formerly 
with Atlas Engineering Co., has 
been named assistant sales man- 
ager of Munray Products Inc., 
Cleveland, which sells corrosion 
resistant materia's and equipment, 
etc., manufactured by Poly-Cyclo 
Products Co., manufacturing div- 
ision. 


WGAD Increases Power 

WGAD, ABC affiliate in Gads- 
den, Ala., has received an FCC 
authorization to operate on 5,000 
watts day and 1,000 watts night. 
The station, which currently 
broadcasts on 1,000 watts fulltime, 
expects to be using its new trans- 
mitter by May 1. 


WABD Raises Class A Rate 


Class A time on WABD, New 
York, will be increased from $1,500 
to $2,000 an hour effective April 1. 
Monday through Friday, 6:30 to 
11 p. m., EST, and Saturday and 
Sundays, 12 noon to 11 p. m. are 
Class A time on the station. 


Ronalds Appoints Pearse 

Charles R. Pearse, formerly with 
Westman Publications, Toronto, 
has been appointed account execu- 
tive in the Toronto office of Ron- 
alds Advertising Agency. 


BUYERS OF 
POSTER ADVERTISING SPACE 


Si Me co 
LOOSEN UP 


‘ The System 
now practiced in the place- 
ment of Poster Advertising 
Contracts 


YOU can Get Off 


the so-called 


“WAITING LIST” 


and buy Poster Advertising 
with Confidence 


Write us direct for 
Your Poster Advertising Space 
requirements in these important 
Massachusetts Markets 


METROPOLITAN BOSTON 
WORCESTER DISTRICT 
LYNN-SALEM DISTRICT 
BROCKTON DISTRICT 


* . . 


EAGLE ADVERTISING CO. 
575 ALBANY STREET 
BOSTON 18, MASS. 
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COUNCIL CHAIRMAN—Charles G. Mor- 
timer (left), retiring chairman of the 
Advertising Council and General Foods 
vice-president in charge of marketing, 
congratulates newly elected Chairman 
Samuel C. Gale, General Mills vice- 
president and director of advertising. 


Gale Succeeds 
™ Mortimer as Ad 
| § Council Chairman 


Brockway and Graham 
Are New Vice-Chairmen; 
Other Officers Reelected 


New YorK—Samuel C. Gale, 
| vice-president in charge of adver- 
m, tising, home service and public 
services of General Mills Inc., 
Minneapolis, was elected chairman 
of the Advertising Council at the 
annual meeting of the board of 
directors here Thursday. 

Mr. Gale succeeds Charles G. 
' Mortimer Jr., vice-president in 

| charge of marketing of General 
mm, Foods Corp., who has been chair- 
man for three years, and who now 
| heads the council’s policy plan- 
, ning committee. 
| Lee H. Bristol, president, Bristol- 
Myers Co., was reelected vice- 
} chairman, and two new vice-chair- 
. men were elected: Louis N. Brock- 
| Way, executive vice-president, 
} Young & Rubicam; and Philip L. 
| Graham, publisher, the Washing- 
ton Post. 


ws Frederic R. Gamble, president, 
) American Association of Adver- 
| tising Agencies, was named sec- 
retary. Paul B. West, president, 
| Association of National Adver- 
, tisers, was elected treasurer. 

Theodore S. Repplier, president 
fof the Advertising Council since 
| 1946, was reelected, as were vice- 
| presidents Allan M. Wilson and 


HOW SHALL I FRAME MY PICTURES? 
What size frame shall you use? What style 
will best harmonize with the picture and 
your furniture? How can you make more in- 
teresting wall arrangements? These are 


| Questions our framing experts can answer 
| for you. Come see our choice collection of | 
frames, full color prints and modern masters. 
| Bring your pictures and your questions with 


| 
| YO’. Send for your free copy 
of the 16 page book 


| Visit America's Lorgest Art Supply Center 
; Arthur Brown & Bro., inc. 
| Dept. G 2 West 46 St., N. Y. 19, N. Y. 
| Send me free copy of ‘'PiCTURE FRAMES” 


George P. Ludlam. 

Mr. Gale, the first midwesterner 
to head the Advertising Council, 
has been a director of the organ- 
ization for the past two years and 
active for many years. He is no 
stranger to the concept of public 
service advertising, his own com- 
pany having pioneered many de- 
velopments in this field. 


ws While he is a strong advocate 
of unified effort on behalf of 
broad-scale activities in the public 


interest, such as the public ser- 
vice campaigns sponsored by the 
Advertising Council, he and Gen- 
eral Mills are also noted for their 
belief that operations of the Amer- 
ican economy cannot be success- 
fully “sold” to the American pub- 
lic and to workers solely by as- 
sociation or group copy. Each com- 
pany or organization must tell its 
own story, in the most tangible 
terms, in their opinion. 

To that end, General Mills some 
years ago embarked on its own in- 


ee a ee 


stitutional campaign, telling the 
story of its business operations and 
what they mean to employes and 
the public at large, in unusually 
specific terms. The latest adver- 
tisement in the series, now cur- 
rent, discusses the salaries of Gen- 
eral Mills vice-presidents and their 
value to the company. 

Nelson Bond, vice-president and 
director of advertising, McGraw- 
Hill Publishing Co., and Harry F. 
O’Mealia Jr., O’Mealia Outdoor 
Adv. Co., were elected directors. 
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Centralizes Film, Radio, TV 
Fuller & Smith & Ross, Cleye. 
land, has centralized its film, radig 
and television activities into one 
department headed by Richard F 
Reynolds. Mr. Reynolds, with the 
agency for 13 years, has directeg 
a neny's film department since 


Wallace Joins Burton Browne 


Samuel A. Wallace has resigneg 
as travel editor of the Chicago 
Tribune to join Burton Browne 


Advertising, Chicago. 


udes 
penser we a 


for geo- 
st hessold items 


anal 
te and 3,0 


centers tial 
te the sales poten 
— ine great markets ‘ 


| 
4 


Vinh f 


' nd new idea in 
Here's 0 Ole food merchan- 
yw dern Thorofare 
s merchandise in 
at no item 
ition. 


Maret : 
. ac 
vers bottom shelf pos 


package OF ©” 
pon sale eye-and-r 


level! 


can is at 
each 


a, ee eis > i Pea eet rn Fy ee ne ne, NE Na ols PS had Or da ae 
eeu | ~» | ' 7 ins Ta a a =. eT a 
a: : a Adver 
pe wih : _ 
oe ie. se i pointe 
Ree ae ' Confec 
= de York 
—" | York. 
c public: 
ee a 
’  — CAB F 
: The 
"J evading aaa Broad: 
' EE. yas ship te 
: ’ ae é a ES chy om 5 4 
wee ; — ' q { 
aia | Fs Yr ‘This “homomode” wooden . : , 
4 . | a ; vor, with squeaky g 
was Be ) L si casters, appeared in 4 
oe ; the first Streamline Super ral 
ieee J » Market in Pittsburgh. ; , ec 
e 4 7 > ~ \ ~ = , ae cs bs ee ye gee ag ne can eat Cf ee Veit eae aie fi ais ne ais : ‘ 
: ll pITTSBURGH SCORES — 
eae . i Ee Ne a pee ce 
ide ; ok 3 Mice, i Ante aes an ores rs Rare . Bias erate 
Sa a ‘ ee ail 7 ee = a ns pee eae Pa oe poi Z ee o- t e 
‘ : ee he Ss be Tie ™ “= we i tawing ah ae pees nee Bee 4 * ahh = 
: Re Ry ae oe acon Sthor ann eee je Pied — bd ae : cu oy ieee ee 5) 2 Se 
‘ _ ‘ Ca ie Ve » RS be See, : ae Be cue 2 
: == ee ET...” . er OE 
ee : sTuDY me RP Oe tty — 
es : ‘ : ch rise ee " i , = 4 - ~ . © =n ts al P f ee ES i 
= ) = S te ogy 
bs sum Market — a: aS aoe es AD a oy ati - ; 
ae y - = oye fa : » seam ee A 
Ge | foot oiletries 18 1 — ee o> ee . | ae 
2 a eee C.  e 
; NG ~e ip. Wt tanner et end 3a: 
- | ae ee eee 
ia : ee ee yh ieee Ol ak A wenw oo. 1 ar 
oes é pon a es ; OMe a ee f q' BEY 
nee Se me ae? of oe \ 7 ae bat y mm > Ee 
a 7 ce” *& a Bo Cee a “oe - 
| aa se iy , , 7 a a2 ve = } = rr ‘ : Ay, 
i —~ | yt a Vara ae yp): lk eS 
} | Pec eee 
* a Awa , «eee ' a 
. : Seuss + Qa te “Whe —— 
ee ¢ . as . a va ay os en 43 4 *’ v nad a o : ay : v | | i ee ee 
=e s ie mooiry em Be se. F > Fi | am ‘ _: 
oe | ‘s : com mM ON ey | We oo 2S 
= ALD ; SURVEYS yy v7 Le, : ¢ at iil lita aaa os gt nf 
aes Spotlight the distribution pig ege * i, ‘ + ed 
—— () : oP sales rank of leading Bea,  —7( ah ere ag ee 
ae. t > ; commodities among retail : Gh. hen a 
Lae 65 = ° ‘ lets int ten Hearst Cities. ae ae - a Br boils beri a wi eras ae ia ak 
ae NA >: 4 eM. A ae Ceastent es 
me \\ 'YX" d} | Oe ge: mat ae -  \i Rae 
a Oe See Oh Fide. | pS oe. ae «ie ee 
ne Ay ~ age Eg iO ee, pe ee au a gee = i. i ae as ee oe 
aS reels €: aaa ‘ tt: sa ere eh oes oe Pee eI I, © oh, ee es 
(35 ETFO . 4 ees. Moy es dala ae Se cee et ae 
ae DD > a ae + } Ay. Ramat  — A ee os eee ee 
=e i S ge, r ag is tet “8 fae. ge ; due Apes s aut Se - Toe oe . 
: pee ani oe ws £2 a7 Sa en ee Cae ees 1 os Aare 
ee | : xy, Ag Reems ee tree Pian 
Bat : ‘ d : . a a s ge Be a ie 
‘ an | : ae oe" i 
Me poe ee 
: ) | VX | 1950 
on ee \ coe = SALES OPERATING ‘ oe 
seals : . ea \ 7 CONT ROLS *. 
ae 7  eagpeeb Te ecifie, exible, practical, Oy 
a | ; ’ a \ Pie, 541,604 city blocks walked — 
oe fom eer 45,456 xetail 
oe — ‘ — le il 37 shoppios — 
A + fm p é. \ a i - an ‘ ocated to 
Ka eo) ff ay \\ -S5 ) 
oe ge y >.> # 
EN “1; a 
ae I ' . ; 
ae | 4 s 
a 1 
ly | | 
A | j % "5 
- soe Sd a | ee el 
aa = a Sn, Se NOE ue oe er ks 3 : 2h pie ae eyo ; 
3 SC ar Dae a ee ee Sineiaatel oe . 2 ies 
pO desc Se aeeinen ayes era ao ee eater 8k ae ne ae : 
Wet eee ere eo ee he ie Siig Aee ie pass: z g 7 
\ sa r eee Sa ig | Bn Sih 4 er ea ha ee) . 
.. s peat se 7: is laa Fee Hes rare ieee Se TS ee i: 


Advertising Age, March 13, 1950 


John Dromey Advanced 
John Dromey has been ap- 
inted vice-president and as- 
sociate publisher of International 
Confectioner, published by Sul- 
livan Business Publications, New 
York. He has been editor of the 


publication since January, 1949,/C 


a position he will continue to hold. 


CAB Adds CKDA and CKBW 

The Canadian Association of 
Broadcasters has granted member- 
ship to CKDA, Victoria, B. C., and 
CKBW, Bridgewater, N. S. 


Taylor Co. Names Two 

Bates Halsey and Robert Feihel 
have joined the New York sales 
staff of Taylor Co., radio-TV 
station representative. Mr. Halsey 
formerly was with Weed & Co. and 
Mr. Feihel with Edward Petry & 

0. 


Doty Joins Wetzel Brothers 

Jim Doty, formerly with R. R. 
Donnelley & Sons, has joined Wet- 
zel Brothers, Milwaukee printer 
and lithographer, as head of crea- 
tive sales in the Chicago area. 


$400,000 Budget Set 
for ‘Moon’ Picture; 
Tieups Are Sought 


Los ANGELES—A total advertis- 
ing and publicity budget of $400,- 
000 has been set by George Pal 
Productions for its picture ‘“Des- 
tination Moon,” to be released 
through Eagle-Lion late this sum- 


matches utilizing the new Di- 
amond Match system which allows 
an advertiser to present his mes- 
sage on two books in each caddy 
of 50. 

Publications will be used in 
what is believed to be a new pat- 
tern for motion picture advertis- 
ing. During the months leading up 
to the release date, ad schedules 
will be in class and regional mag- 
azines in an attempt to lure cus- 
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This will also serve to string out 
the campaign until just previous 
to release, when Life, Look and 
other general magazines will be 
used. 

Handling exploitation, includ- 
ing advertising, is the McNamara 
organization, which headed pro- 
motion for two Selznick pic- 
tures, “Duel In the Sun,” and “Mr. 
Blandings Builds His Dream 
House.” Known for its interest in 


mer. Already scheduled is the dis-| tomers from a segment of the pop-|commercial tieups, the organiza- 


tribution of 50,000,000 book|ulation not normally moviegoers.|tion is planning and seeking na- 


tional and local promotions of this 


a ye aS 


© 


pay. 


their self-service push 
Streamline Markets BFo™ 


Offices in Princip Los Angeles a 
; Albany Tiss vi nes Chicago Herald tint 
New York Journal Am — San Francisco Examine Seattle Post-Intelligen¢ 
Baltimore og ee Detroit Times Advertiset 
a ican Vi . 5 
Pittsburgh Sun-TelesraP Boston Record: a 2 apne All rights sese° 


Herbert WwW. 
959 sth Avenue, 


Beyea, General M 
New York 19, \-— 
al Cities representing 


N. Y. 


Pog te , at Advertising Service 


nature. 


Canada Dry Adds Outlets 
Canada Dry Ginger Ale, New 
York, is adding five stations to the 
hookup carrying “Super Circus” 
(Sunday, 5-5:30 p. m., EST) over 
ABC-TV. The show, placed 
through J. M. Mathes Inc., will 
soon be televised in 21 cities. 


KALI Appoints Newton Yates 
Newton Yates has been ap- 

pointed commercial manager of 

Station KALI, Pasadena, Cal. 


1950 


[&] 


CATALOG FILE 


Carried More Advertising 
than any Single issue of 
any farm equipment pub- 
lication in history! 


@ Over 240 pages of ad- 
vertising in this issue. 


®@ Over 330 advertisers 
used this issue. 


* 


As usual... 


IMPLEMENT & TRACTOR 


lead its field in total 
Advertising volume in 1949 
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Pere ee 


TOP BRASS, 


AGE’s 
Results? 


He heard from the 


This fellow wanted a job at a salary well up in 
the five-figure brackets, and he didn’t want to 
cool his heels in reception rooms looking for it. 
So he ran a classified ad in ADVERTISING 
“Advertising Market Place.” 


He says: 
ADVERTISING AGE too highly for the splen- 
did response. I got over a dozen inquiries and 
with one exception they all came from either 
the presidents or the executive vice-presidents, 
indicating that ADVERTISING AGE is routed 
to the top men first!” 


He’s right: To reach the men who make the 
decisions, tell your story in ADVERTISING 
AGE’s classified columns — the “Advertising 
Market Place.” Rates are low, results are tops! 


themselves! 


“I can’t recommend 


! No. 3543. How to Sell Medical Mar- 
ket. 

Modern Medicine offers a group 
of new folders covering 1950 fore- 
casts, showing how the projected 
$7.9 billion will be spent in its 
| market. Charts and diagrams make 
easy reading. 


No. 3545. Quick Study of Cleve- 

land Market. 

Showing how metropolitan 
} Cleveland and the northern Ohio 
market area of 38 counties enjoy 
| about one-half of Ohio’s buying 
income, “A Six Billion Dollar Pic- 
| ture” is a new booklet offered by 
| WGAR. It contains valuable in- 
| formation on the market, based 
on numerous surveys. 


No. 3546. Market Guide to Can- 
ada. 

The Star Weekly, Toronto, of- 
fers a new book, “Open Season on 
| Customers,” giving a detailed 
| breakdown of English-speaking 
| families and coverage in all prov- 
f inces of Canada. A valuable book 
| as a market guide to provinces and 
| individual communities. 


No. 3548. Study of Farm Coun- 
ties by Income. 

In “Counties of the United States 
Classified by Farm Income Quality 

Groups,” Capper Publications of- 
| fers an unusual book of eight maps 
| showing precisely the income en- 
| joyed in specific counties across 
the country, with data on those 
counties where actual buying 
power has its concentration above 

the average. 


No. 3549. The Year Ahead in the 

Hotel Field. 

The Hotel Monthly offers its 
“Annual Analysis of Business 
Trends Affecting Hotels’”—cover- 
ing the business picture for the 
year past, national trends in travel, 
| reports and forecasts on food and 


Information for Advertisers 


the year ahead. Of interest to 
every advertiser interested in the 
hotel field as a market. 


No. 3550. Thrilling Fiction Group 

Readers Studied. 

Thrilling Fiction Group offers 
detailed results of a survey made 
by John Felix Associates in a 
booklet entitled, “A New Study 
of the Thrilling Fiction Group 
Market.” Readers are analyzed as to 
age and economic status, magazine 
reading habits, and brand pref- 
erence for nearly all products 
bought by men. 


No. 3551. Big Year for Engineering 
Construction. 

The February issue of Engineer- 
ing News-Record’s “Engineering 
Construction Market Letter” show- 
ing that awards are running 34% 
ahead of 1949, provides a detailed 
study of the field, and indicates 
both the size and character of the 
marketing opportunities for the 
year ahead. A chart of the proposed 
construction backlog by states 
rounds out the picture. 


No. 3556. Market Data for Raleigh, 
N.C. 


“Your Guide to More Sales in 
North Carolina” is a new market 
data folder offered by the Raleigh 
News & Observer, giving circula- 
tions and sales figures by counties 
for retail sales, food sales, general 
merchandise sales, drug sales, etc., 
in the area served by the paper. 


No. 3557. New Study of Fort 
Wayne Market. 

Under the title of “Sales Trails 
to Fort Wayne,” the Fort Wayne 
Journal-Gazette offers a new mar- 
ket folder showing how this sev- 
enth among the nation’s cities in 
purchasing power per family and 
per capita is the hub for 148 smaller 
communities within a 50-mile ra- 
dius. A map and detailed economic 


| beverages, and a general view of 
Note: 


100 E. Ohio St., Chicago 11, Il. 


| COMPANY 


Inquiries for items listed above will not be serviced beyond April 24. 


USE COUPON TO OBTAIN INFORMATION 


Readers Service Dept., ADVERTISING AGE 


' 
| 
| 
| 
Please send me the following (insert number of each item wanted) 
| 
| 
! 


data fill out the total picture. 


| aDpress 


ne, minimum chorge $3. 


HELP WANTED _ 
FRED J. MASTERSON 
ADVERTISING AND PUBLISHING 


PERSONNEL 
All types of positions for men and women. 
185 N. Wabash Fr- 2-0115 Chicago 


EDITOR-must have trade paper experien- 
ce, know editorial layout and makeup, 
fluent writer. Prefer man who lives in 
South. Good opportunity for right man. 
Write, giving all details of experience and 


background to 
ADVERTISING AGE 


Box 3007, 
100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING LAYOUT ARTIST 
For one of Florida’s largest 


department stores. Must have 
retail experience. Capable of 
top production. Send samples 
and complete background first 
letter. State salary. Real op- 
portunity for right person. Ad- 
dress: Advertising Manager, 
206 S. Franklin, Tampa, Florida. 


‘ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS—PLACEMENTS 
209 S. State St. Harrison 17-2063 Chicago 


Wanted: Radio Director AM and TV 
Medium sized Chicago advertising agency 
wants man to head up Radio and Tele- 
vision Department. State experience, qual- 
ifications, references and salary expected. 
Box 3021, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
DIRECT SELLING OPORTUNITY 
You are under 35, have a good education, 
and have sold tangibles sometime in your 
past. You can write compelling copy, and 
have a general understanding of the mail 
order business. You have big organization 
experience, but would like the idea of 
moving to a small, fast-growing Chicago 
organization where you would have a 
wide variety of creative responsibility. 
You will work hard for a salary of $5,- 
000.00 plus a bonus plan which will add 
considerably more, depending on your 
results. If you are the man, you will be 
able to write us a brief but persuasive let- 
ter, describing your background and ex- 
plaining the benefits we will get by put- 
ting you to work immediately. 
Box 3023, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, mh. 


ASK FOR ELINOR KENT 
Ace Agcy Copywriter. Cons. accts. Open 
Contact Man. Know’ food P.O.P. display 
Agcy contacts. Earnings $15-30,000. . Open 
Creative Young Illustrator. Some layout 
Sketch, Letter, Revamp. Agcy. Opp. 

TRIANGLE EMPLOYMENT. AGENCY 

202 S. State Har. 7-6520 


Wanted: Agency Copywriter for industrial 
and general copy, capable of campaign 
planning and working with artists in de- 
signing advertisements. Prefer seasoned 
man with several years agency experience. 
In reply give complete business back- 
ground. Information kept confidential. 
Salary open. Ohio Valley territory. 

Box 3024, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


. | top-flight 


Cash with order. Fiqure bold toce heods 
4a 8 


HELP WANTED 


ARTIST: Capable of making fresh, clean 
layouts and finished art in both line and 
color. An all-around job with leading 
Denver agency. Submit samples, photo, 
and experience record. Salary desired. 
Curt Freiberger & Co., 310 Cooper Bidg., 
Denver 2, Colorado. 


Copywriters 
Advtg. Asstant. 
Layout Artist—Agency 
Public Relations—Medical Exp. 

SHAY AGENCIES 
30 W. Washington 


Ghose $8,500 
Central 6-9800 
POSITIONS WANTED 


CONFIDENTIAL 
Now in comfortable top level rut—direct- 
ing millions in national billing for me- 
dium agency. Want more action in key 
spot for top agency only. $35,000 to start. 
Box 2947, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Circulation Control Manager available. 
Woman experienced in handling trade 
publication circulation systems for A. B. C. 
and C.C.A, audits. Now employed but 
seeks connection with live growing pub- 
lication. Chicago location. Address 
x 3017, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


PUBLIC RELATIONS- Versatile talents, 
37, varied background, $7,500. 
Box 3018, ADVERTISING AGE 
100 ©. Ohio St., Chicago 11, Ill. 


ADVERTISING-PROMOTION MANAGER 
of medium-size company making consumer 
durable goods seeks new connection. Com- 
pany and agency experience in copy, lay- 
out, production and publicity. Versatile, 
thorough, sales-minded. Present duties 
include merchandising and distributor con- 
tact. Age 31. Northwestern Univ. grad. 
minimum. For complete resume, 

write 

Box 3019, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


NOT A BEGINNER AND 
NOT A FIVE-FIGURE AD MAN (YET) 
.. but with a background that’s more than 
adequate to strike for a position with 
national advertiser or agency as assis- 
tant to either Ad Manager, Account Exec- 
utive or Market Research Director (or 
Department Head in small organization). 
College graduate with one year radio copy 
and production experience plus 2% years 
as assistant to Ad Manager of aggressive 
national advertiser. Solid 
grounding in market research and analysis, 
store testing, dealer service, copy and 
production (print and radio), sales pro- 
motion, etc. Married, one child. Need 

start. Advancement potential of 
first importance. Mid-west preferred. 

x 3020, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING MANAGER 


Tough old timer wants to doa 
top quality job for a factory 
in small city. Doing OK in an 
important spot but prefer to 
slow down a bit and live 
longer. 

Box 3022, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


ee _—EEEEE—————————— 
Here Is An Exceptional Sales Promotion Opportunity 


For a Man Who Is Not “Looking For A Job” 


But Who Can Recognize His Big Chance When He Sees It 


ments are: 


others. 


This is a key position in the promotional operations of a na- 
tionally known organization, selling through distributors and 
dealers. Headquarters are in Detroit. An extensive line of 
essential products is marketed nationally and backed by strong 
national and local advertising. Ample scope for initiative and 
practical creative ability, backed by sound experience. Ample 
possibilities for recognition and growth. speatiet require- 


Demonstrated ability to ‘‘come up” with ideas and to 
play an active part in planning and executing produc- 
tive and profitable promotion programs — the kind 
that inspire dealers and salesmen, stimulate them to 
action and show them ‘‘how to do it.”’ 


The ability to present and sell such programs to asso- 
ciates and to management, and to get along well with 


If you are the type of man indicated above, you will find a 

really exceptional opportunity here — both present and future. 

Let us hear from you by letter, outlining your experience, age, 

present situation and any other facts you believe pertinent. 
Members of our organization know of this advertise- 
ment. Your reply will be strictly confidential. 


Box 7567, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Advertising Age, March 13, 1939 


COPY MAN, with mature experience in 
agency, catalog and editorial fields. Spe. 
cial knowledge of farm, industrial, me. 
chanical and technical lines. Located jn 
Chicago. 
Box 2974, ADVERTISING AGE 
____100 E. Ohio St., Chicago 11, Ill. 


MISCELLANEOUS =~ 
FINE AGRICULTURAL ART ~~ 


Write for Folder of —— a 
John Andrews 1504 Dodge, Omaha, 


~ NEWSPRINT ROTARY TIME cea 
Tabloid or regular size—1 extra color, 
lowest prices. Paper furn., to one or 
two steady long-run accounts. 
Peacock _Publishing Co., Chicago 4 47, Tt 


CONSIDERING STARTING A L LOCAL 
PAPER? Send $1.00 for booklet, “START. 
ING A COMMUNITY PAPER”, outlining 
a plan of procedure. Satisfactory or re. 
fund. Fred ~ a Dept. D, 33 West 16th 
St., New York 11, N. Y. 


Advertising- 
Merchandising 


Manager 


Successful 10 year record 

th company doing 30 mil- 
lion dollars through drug and 
grocery stores. Good idea 
man who can create and 
supervise execution of com- 
plete selling programs. Knows 
radio, newspaper, point-of- 
sale, direct mail iques. 


Age 45, married. Have reached 
my peak with present or- 
ganization. Seek five figure 
opportunity. 


Box 7562, Advertising Age 
100 E. Ohio St., Chicago 11 


AGENCY WOULD LIKE 
TO DISCUSS MERGER 


Well financed, highly respected, 
money making central western ad- 
vertising agency, efficiently organ- 
ized, would welcome a merger 
discussion with another medium 
size agency whose philosophy, ob- 
jectives and procedure would be 
compatible with our own. Headed 
by men of ability, high moral 
standards and easy to live with. 
Reasons for such interest is logical 
and will be fully explained in con- 
ference. Have no fear that in writ- 
ing your confidence would in any 
way be violated 


Box 7559, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, IIl. 


Think You Can Fill 
Henry’s Shoes? 


Henry has been with us in our 
advertising department nearly 
three years and fitted in nicely. 
We don't want to see him go, but 
ill health compels him to leave. 
He was good on copy and lay- 
outs and during past year has 
turned our new 14x 20 offset 
press into a mighty useful ma- 
chine for production of circulars, 
four-page inserts as well as pro- 
ducing many of our stock forms. 
If you're interested, tell us your 
story, which will be kept con- 
fidential. 
Location near Detroit. 
Address Box 7566 
Advertising Age 
100 E. Ohio St., Chicago 11, Iil. 


PRINTING REASONABLE PRICES - 
PUBLICATIONS, CATALOGS, ETC. 


10,000 copies, 48 page « i 
5x 7%, second b= gg ro ~ 


cover stock, composition,  eeniae. binding 

$665. Quality work. Contact Pro- 
t for printing, 

engravings. 

LISHERS ASSOCIATES 


complete 
duction De 


layouts, 
artwork 


PUB 
225 N. Michigan Ave. 


Chicago 1, Ill. 
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Advertising Age, March 13, 1950 


Dox Co. Announces 
New Ammoniated 
Denture Cleaner 


Str. Paut—An ammoniated 
cleaner for false teeth will shortly 
be advertised in the Twin Cities, 
and in other markets later. The 
manufacturer is Dox Co., maker of 


PROGRESSIVE 
SOUTHWESTERN AGENCY 
Has Opening For 
1) Account Executive who has proved ex- 
perience in the food field. Preferably 
now the “second” man on the job; a 
man who has been doing the work but 

not getting the gravy. 
Research and Media Director who is 
capable of introducing practical tech- 
niques and assuming responsibilities 
for an established department. Pref- 
erably now a well-trained assistant in 
a major agency media and/or re- 
search department. 
Copywriter with proved ability to con- 
sistently produce reasonable volume 
of sound food copy. May be man or 
woman, 
Production man who knows all aspects 
of advertising production and is fully 
experienced in the buying of printed 
materials, 
We want experience that, while not pres- 
ently expensive, can grow to meet the op- 
portunities which this aggressive 4A 
agency can offer. 
If you've dreamed about "'the next thing 
to being on your own"... tell us all: 
status, age, salary, objectives. 

Box 7565, ADVERTISING AGE 

100 E. Ohio St., Chicago II, Ill. 


2 


3 


4 


ARE YOU OVER 50... 
and a little tired of the mad scramble? 


Your children grown and educated 
.. . your financial affairs in good 
shape . . . your business record cred- 
itable . . . but your mind running in 
the direction of ‘What new experi- 
ence can | have before | retire?’ 

If you have been active in church 
life (Methodist preferred), have had 
church or other fund-raising expe- 
rience or know publicity or public 
relations work — you may be our 
man; and we may offer the change 
you want. 

An outstanding small college 90 
years old, we want an assistant 
to our president to organize and 
direct a 10-year program of fund- 
raising, culminating in our Centen- 
nial Celebration in 1960. 

We suggest an informal letter about 
yourself, to be followed by a prelimi- 
nary interview in Chicago, if con- 
venient. Address College President, 
Box 7569, Advertising Age, 100 E. 
Ohio St., Chicago 11, Ill. 


Wanted: Account Man Who 
Can Develop New Business 


Medium size agency with national 
accounts desires to add contact man. 
He may work on accounts already in 
the house or on business he may de- 
velop. Agency is fully staffed and 
departmentalized. This is a real op- 
portunity for the right man. Write in 
sufficient detail to warrant an inter- 
view. 

Box 7564, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


WANTED — Account Executive (age 
30-38) by medium size Chicago 
agency. Give brief outline of experi- 
ence to warrant interview. Our staff 
knows of this ad. 
Box 7563, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Story board artist + for Detroit 
company + State experience 
+ salary + age. 

Box 7568, Advertising Age 
100 E. Ohio St., Chicago 11, Ill. 


Dox ammoniated toothpaste and 
Dox mouthwash. 

Dox Co., formed here in 1941 by 
a group of seven dentists, claims 
that Dox dentifrice was the first 
such ammoniated preparation. The 
product has never achieved wide 
sales. 

The company believes its new 
denture cleaner is important in 
neutralizing acids clinging to den- 
tures. A 4%-ounce tube will fair 
trade at 69¢. 

Newspaper ads in the Twin Cit- 
ies and nearby towns will show 


the three Dox products together. It 
is expected that distribution will 
be expanded this year to other 
areas. 


Armstrong Adds ‘Collier's’ 
and Ad Aids for Dealers 


Armstrong Cork Co., Lancaster, 
Pa., has added Collier’s to its mag- 
azine schedule for a series of seven 
ads on commercial interiors, to 
start in the March 25 issue. All 
seven ads will appear on the sec- 
ond cover. 


The company has also an- 


nounced two new dealer aids, a 
28-page ad mat service with illus- 
trations and copy covering the 
Armstrong line, 
radio announcement book, includ- 
ing spot and chain break an- 
nouncements. Batten, Barton, Dur- 
stine & Osborn handles the ac- 
count. 


Appoints Fairgrieve 


John Fairgrieve, with Lamont, 
Corliss & Co., manufacturer of 
Nestle’s chocolate, since 1932, has 
been named assistant sales man- 
ager, with headquarters in Chicago. 


and a 36-page/ sa 
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Katz Moves Offices 

Katz Agency, radio-TV statian 
representative, has transferred its 
n Francisco offices to new 
quarters in the Russ Bldg. 


Pr LG 


PRINTED ADHESIVE CELLOPHANE 
TAPE — HUBER BLDG. — YORK, PA. 


make Oxford Papers their 
vertising inserts and direct mail. 


It Pays to Remember—and Use Oxford Papers 


© Polar Superfine Enamel 
® Mainefold Enamel 
@ Maineflex Enamel 


Your Oxford Paper Merchant 
Is a Good Man to Know 

You will find that your Oxford Paper Merchant takes 
a genuine and friendly interest in your 
problems. You’ll find, too, that his recommendations 
on long experience in helping users get the 
greatest value from their purchases of paper. Get in 
touch with him today for a copy of the useful Oxford 
Paper Selector Chart—or write direct to us. 


OXFORD MIAMI PAPER COMPANY 
35 East Wacker Drive, Chicago 1, Ill. 


OXFORD PAPER COMPANY 
230 Park Avenue, New York 17, N.Y. 
MILLS AT RUMFORD, MAINE AND WEST CARROLLTON, OHIO 


, ee You produce or buy printed material, you can 
count on Oxford Papers to make it more effective in building 
sales for insecticides, insurance or any other product or service. 
This confidence is shared by printers from coast to coast who 
t choice for booklets, labels, ad- 


(Here are a Few) 


@ Wescar Offset 


are 


© Engravatone Coated 
® Carfax English Finish 


Charlotte, N. C. 


Chattanooga, Tenn. . 
Chicago, Ill. 


Cincinnati, Ohio . 


Cleveland, Ohio . 
Columbus, Ohio . 
Dayton, Ohio . 


Des Moines, Iowa 
Detroit, Mich. 
Fresno, Calif. . 
Hartford, Conn. 
Indianapolis, Ind. 
Jacksonville, Fla. 
Kalamazoo, Mich. 
Kansas City, Mo. . 
Knoxville, Tenn. . 
Lincoln, Neb. . 
Little Rock, Ark. . 
Long Beach, Calif. 
Los Angeles, Calif. 
Louisville, Ky. 
Lynchburg, Va. . 
Manchester, N. H. 
Memphis, Tenn. 
Miami, Fla. So 
Milwaukee, Wis. . 


Minneapolis, Minn. . 
Nashville, Tenn. . 
Newark, N. J. 

New Haven, Conn. 
New York, N. Y. . 


Oakland, Calif. 
Omaha, Neb. 
Philadelphia, Pa. 


Phoenix, Ariz. 
Pittsburgh, Pa. 


Portland, Maine 
Portland, Ore. . 
Providence, R. I. 
Richmond, Va. 
Rochester, N. Y. 
Sacramento, Calif. 
St. Louis, Mo. 


St. Paul, Minn. . 
San Bernardino, Calif. 
Salt Lake City, Utah . 
San Diego, Calif. . 
San Francisco, Calif. . 
San Jose, Calif. ; 
Seattle, Wash. 
Sioux City, lowa . 
Spokane, Wash. 
Springfield, Mass. 
and 


Stockton, Calif. 
Tacoma, Wash. 
Tampa, Fla. . 
Toledo, Ohio 

Tucson, Ariz. . . . 
Washington, D.C. . 
Worcester, Mass. 


Nation-wide Service 


Through Oxford Paper Merchants 

Albany, N. Y. .W. H. Smith Paper Corp. 
Atlanta, Ga. Wyant & Sons Paper Co. 
Augusta, Maine . -Carter, Rice & Co. Corp. 
Baltimore,Md. . . . . . .The Mudge Paper Co. 
Bethlehem, Pa. . Wilcox-Walter-Furlong Paper Co. 
Boise, Idaho .Blake, Moffitt & Towne 
Boston, Mass. . Carter, Rice & Co. Corp. 
Buffalo, N. Y. . .Franklin-Cowan Paper Co. 


.Allman-Christiansen Paper Co. 


Wilcox-Walter-Furlong Paper Co. 


Shaughnessy-Kniep-Hawe Paper Co. 


‘ ; Bulkley, Dunton & Co., Inc. 


. _.Caskie Paper Co., Inc. 
The Charlotte Paper Co. 
.Bond-Sanders Paper Co. 

.Bermingham & Prosser Co. 
Bradner, Smith & Co. 

The Whitaker Paper Co. 

- The Johnston Paper Co. 
The Whitaker Paper Co. 

. The Cleveland Paper Co. 

. .Scioto Paper Co. 
Cincinnati Cordage Co. 
The Whitaker Paper Co. 
-Bermingham & Prosser Co. 

-Chope Stevens Paper Co. 

Blake, Moffitt & Towne 

-Green & Low Paper Co., Inc. 
-MaoCollum Paper Co, 
Jacksonville Paper Co. 
.Bermingham & Prosser Co. 
. Bermingham & Prosser Co. 
P Louisville Paper Co. 
. Western Newspaper Union 
8 -Roach Paper Co. 
. Blake, Moffitt & Towne 
.Blake, Moffitt & Towne 
-Louisville Paper Co. 
-Caskie Paper Co., Inc. 

.C. H. Robinson Co. 

. Louisville Paper Co. 
.Everglades Paper Co. 


Sensenbrenner Paper Co. 

. Wilcox-Mosher-Leffholm Co. 
-Bond-Sanders Paper Co. 
Bulkley, Dunton & Co., Inc. 
Bulkley, Dunton & Co., Inc. 
. .Baldwin Paper Co., Inc. 
Bulkley, Dunton & Co., Inc. 
Green & Low Paper Co., Inc. 
Miller & Wright Paper Co. 
The Whitaker Paper Co. 

. Blake, Moffitt & Towne 

. Western Paper Co. 

Atlantic Paper Co. 


-Blake, Moffitt & Towne 
-General Paper Corp. 
Brubaker Paper Co. 

.C. H. Robinson Co. 

. .Blake, Moffitt & Towne 
-Carter, Rice & Co. Corp. 

° -Cauthorne Paper Co. 
.Genesee Valley Paper Co. 
.Blake, Moffitt & Towne 


Tobey Fine Papers, Inc. 
.Inter-City Paper Co. 

. Blake, Moffitt & Towne 

. Western Newspaper Union 
. Blake, Moffitt & Towne 
.Blake, Moffitt & Towne 

. Blake, Moffitt & Towne 
.Blake, Moffitt & Towne 

. Western Newspaper Union 
. Blake, Moffitt & Towne 


(Div. of Carter, Rice & Co. Corp.) 
Mill Brand Papers, Inc. 
.Blake, Moffitt & Towne 

. Blake, Moffitt & Towne 
-Tampa Paper Co. 

.Paper Merchants, Inc. 

. Blake, Moffitt & Towne 

- The Mudge Paper Co. 

. . « C, A, Esty Paper Co. 
(Div. of Carter, Rice & Co. Corp.) 
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Markets are Plants 


' You've often heard that “markets are people” 
but when you are selling to industry, markets 


4 >> f 


are plants. 


Only when there is a plant do you have a 
prospect or customer. The size of the market for 
your products depends first on how many plants 
there are. After you count the plants you want 
some measurement of their buying power. Accord- 
ing to the U. S. Government Census Bureau, 
the most reliable yardstick for buying power is 
employment. For instance, in the metalworking 
industry the census figures show that well over 
90% of all the business is done by the plants 
employing over 50. If you know how many 
plants employ 50 or more, you know where the 
real buying power is in this market. 


Doesn’t it make good sense to concentrate 
your advertising on the plants that do well over 


90% of the buying? 


To do it you must know—how many plants in 
a market—how many you can reach with a 
given publication—what percentage of the buy- 
ing power you are covering with it. Then and 
only then are you ready to analyze “buying 


influences”’ and man coverage. 


Census data will give you the total number of 
plants in a market. Some of the leading indus- 
trial publications make available their plant 
coverage figures and a few measure employment 
also to show percentage of buying power covered. 
Penton publications have been providing adver- 
tisers with all of this plant coverage information 
for a number of years. Along with it you get a 
complete picture of readership among the buying 


influences within those plants. 


Would you like some help in using the plant 
yardstick to evaluate your sales potential and 
advertising coverage? Write us for plant counts 


and coverage data. 


™ DENTON fGusins 


PENTON BUILDING e CLEVELAND 13, OHIO 
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Advertising Age, March 13, 1950 : 


PHOTOGRAPHIC 
REVIEW OF 
THE WEEK 


‘BOYS’ HONOR JOHNSON—A group of ad executives known as Young & Rubicam; Harold Wilt, J. Walter Thompson Co.; Robert 
“P. J.'s Boys” get together at a luncheon in honor of P. J. John- —_Brinkerhoff, Y&R; Carl Suber, J. M. Mathes Inc.; George Culp, 
son, editor of N. W. Ayer & Son’s Directory. Unfortunately, Mr. N. W. Ayer & Son; Luis G. Weil, Y&R; Phillip Clelland, vice-pres- 
Johnson didn’t get into this record of the event, but the boys ident, Benton & Bowles; Lorimer B. Slocum, vice-president, Young 
shown here, all of whom received basic training under ’P.J.,“ are & Rubicam; George Schwartz, ad manager, Textron Inc.; Harry 
(left to right) Thomas O. Barratt, Bourges Inc.; Thurman L. Bern- Duffy, Grey Advertising Agency; and William Breen, Sherman & 
ard, vice-president, Compton Advertising; William 4. Shinnick, Marquette. 


COLE CONTRACT AWARDED—Fred Ludekens, featured speaker at a joint meeting INITATED—The Walter Dill Scott chapter of Alpha Delta Sigma faculty adviser, Northwestern University; Mr. Roberts; Wesley |. 

of the Los Angeles Advertising and Art Directors Clubs, awards a modeling contract gained two professional members with the initiation a few weeks Nunn, ad manager, Standard Oil (Ind.); Clyde Bedell, guest 

to Ciaire Dennis. Miss Dennis was chosen by applause from a group of models and, ago of Gerry W. Cunningham, ad director, Sears, Roebuck & Co., speaker; Ralph Hartsing Jr., chapter president; Mr. Cunning- 

_as winner, will pose for ads of Cole of California bathing suits. Pictured are Barbara and Harlow P. Roberts, vice-president of Goodkind, Joice & ham; Ralph N. Hartsing Sr., president, Caples Co.; and John E. 
Freking, Claire Dennis, Ludekens and Barbara Kelly. Morgan. Left to right at the speakers’ table are Dorsey Forrest, Erickson, vice-president of Caples Co. 
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KIMBERLY-CLARK Coen Arias 


CHICAGO TYPOGRAPHIC WINNERS—Here are six of the 144 award winners picked from 564 entries $-[—— by Medard Klein for Hotel Stevens. Lower left: 1950 Kimberly-Clark calendar, designed by Everett McNear 
in the 23rd annual Exhibition of Design in Chicago Printing, sponsored by the Society of Typographic for Kimberly-Clark Corp.; center, cooking utensil carton, designed by Raymond Loewy Associates for 
Arts. Top row, left, are spice packages, designed by William Fleming for U. B. C. Distributors; center, Ekco Products Co.; right, folio of symbols, designed by Karl Peter Koch for Bielefeld Studios. The winners 
complete ad for Vi-Daylin, designed by Bruce Beck for Abbott Laboratories; right, children’s menu, designed are being shown at the Art Institute of Chicago, March 11-April 9. 
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Fairchild Adds Two 

Nelson W. Millard, formerly 
with Bourjois Inc., as national sales 
manager for department stores 
and independent retail stores, has 
joined the advertising staff of 
Women’s Wear Daily, published by 
Fairchild Publications, New York. 
He will specialize in toilet goods 
accounts. Charles M. Fallon, for- 
merly advertising space representa- 
tive for the Chicago Herald Amer- 
ican, has been named to the Chi- 
cago area advertising sales staff of 
Retailing Daily, another Fairchild 
publication. 


Alport Promotes Livingston 

Robert Livingston, art director 
Portland, 
Ore., advertising and public rela- 
tions, has been appointed treasurer 
of the company. 


. — © 
COCA-COLA BOTTLING CO. OF CHICAGO, IMC. 


}COLOR FOR COKE—Again in 1950, 
the Coca-Cola Bottling Co. of Chicago 
is scheduling newsprint color pages in 
ithe Chicago Tribune. Shown above is 
the Coke color page of Feb. 24—the 
second to be placed to date this year in 
ithe Chicago Tribune. D’Arcy Advertis- 
ing Co. is the agency. (Adv.) 


Business Paper Ad 
Volume Drops 6.4% 
in February Issues 


Cuicaco—Advertising volume in 
February issues of business papers 
declined 64% from the same 
month a year ago, according to 
the monthly tabulation of linage 
figures by Industrial Marketing. 

The 250 papers reporting carried 
a total of 25,106 pages, down 
1,725 pages from February, 1949. 
Totals for the first two months 
of 1950 show a loss of 3,964 pages, 
or 7.4%, with 49,414 pages this 
year against 53,378 pages for the 
same period in 1949. 

Sharpest decrease was recorded 
by the 17 export papers, down 
15.8% for the month. The 26 class 


‘| publications increased 0.5%, a gain 


of 11 pages. The 53 trade publica- 
tions declined 5.5%, while the 


'}product news group remained al- 
;}most static, 
| dropping one page. The 147 indus- 
'}trial publications dropped 1,221 
|| pages, and were down 7.1% for the 


the seven papers 


month. 
Here are the comparative fig- 
ures: 
MONTH OF FEBRUARY 


Classification Pages Pages 
Industrial 15,906 17,127 
Product News 228 229 
| | Trade 5,759 6,093 
Class 252 2,241 
Export 961 1,141 
Appoints Kates-Haas 
Kates-Haas Advertising, Wil- 


mington, Del., has been retained 
to direct a state-wide advertising 
program of Beste’s Provision Co., 
Wilmington, maker of pork provi- 
sions including bacon, hams, etc. 
The appointment is effective April 
1. Regional newspapers, transit ads, 
radio and direct mail will be used. 


Appoints Kurk & Brown 


Kurk & Brown, New York, has|¢ 


been appointed to handle the ad- 
vertising and promotion of Surgical 
Supply Corp., hospital supplier. 


February Business Paper Advertising Volume 


Advertising Age, March 13, 


r 
{ 


These figures are an exclusive compilation by Industrial Marketing and must not be quoted or reprem 
duced without written permission. Unless otherwise noted,all publications are monthlies and have stang™ 


ard 7x10” type page. 


Pages 

INDUSTRIAL GROUP 1950 1949 
Gorn Bite .« oct0sse00-s x 55 66 
American Aviation (semi- 

OE ee 42 29 
American Builder ......... 200 205 
American City ........... 134 119 
American Dyestuff Reper 85 95 
American Machinist tees) 1%344 *367 
American Printer ......... 30 40 
Analytical Chemistry ...... 43 37 
Architectural Forum ...... \||143 136 
Architectural Record ..... ¥ 172 140 
ae Industries (semi- ss 
Aviation Operations ....... *29 *41 
Aviation Week ........... 1§*158 §*141 
Bakers’ Helper (bi-w.) .... 1158 158 
EE .-0 Ebbeeccdcsercece 83 85 
Better Roads ............ 32 36 
Brewers’ Digest .......... 38 38 
Brick & Clay Record ...... *47 *42 
i Se ‘ ‘aij <a 128 155 
Butane-Propane News x 

SMT aheas< catuces ois *79 *90 
I cab bewe. cae¥ 1§*80 §*84 
} med laheey cesvvees *48 *63 

emica ineering 

News (w. = stra CNT 0 ee 1132 127 
Chemical Engineering eile 267 289 
Chemical Industries ....... "86 *100 
Chemical Processing ...... 126 122 
Civil Engineering ......... 47 47 
2 BR re 138 168 
Commercial Car Journal ... 164 164 
Construction Digest (bi-w.) #129 *140 
Contepeien, Methods & 

ET ane wad 0 <s's 6 *112 *120 
guuenien News Monthly. . *73 *63 

SEED bb.85 00869 04060 42 42 
Contractors & Engineers 

Monthly (934 x 14) .... 55 58 
Saar 170 73 
Design News ............ 115 122 
Diesel Progress (9 x 12)... 53 44 
Distribution Age’ ........ 307 281 
Drilling ..... ececevceess 69 82 
Drug & Cosmetic Industry. . 96 115 
Electric Light & Power..... 84 96 
Electrical Engineering ..... *53 *57 
Electrical Construction & 

ER sc ccdesecsse *94 134 
Electrical South ......... 60 53 
Electrical West .......... 65 91 
Electrical World (w.) ..... 1*240 *243 
0 SSE *199 *203 
Engineering & Mining Journal 116 135 
ews News-Record 

Seehheshaee ees *322 *296 
Excavating Engineer . 36 38 
Factory Management 

Maintenance ...... *212 *235 
Fire Engineering .... 44 51 
Pe EE acu vercceneee 107 120 
Food Industries .......... 133 135 
Se *41 *44 
Food Processing .......... 64 60 
EE *165 *208 
i ‘Seep ssbekieaeeeeecce 51 43 
Gas Age (bi-w.) ......... 80 85 
) ay & Ventilating .... 74 76 
Heating, Piping & Air 

Conditioning .......... 105 114 


NOWe ee 


Plastic Plates 
Overnight! 


MATR 


= Oil Lamp 
a 850 A.D. 
— On the front of the glass 
; container is a vertical band 
of figures indicating the 
various hours of the day. 
The lamp was filled with oil 
‘and as it burned, time 
was indicated by the level 
of oil remaining in 


the container. 


WABASH 2-1204 
* 


IX COMPANY 


517 SOUTH JEFFERSON STREET, CHICAGO 7, ILLINOIS 


Pages 
1950 1949 
Ice Cream j ‘ non more 8 88 97 
—— ngineering 
aiews% ia — 103 123 
Industrial "Finishing ‘es 
ee eee *77 *83 
ae vee 125 138 
Inland Printer ........... 60 61 
| ear” 96 104 
— se * eee 1§*429 §*519 
SOND cons ccvcccdess 101 136 
Machine Design .......... *182 *210 
Machine & Tool Blue Book 

(42 X Ga) ....-- ee 191 235 
cen eneeaséoss 254 286 
Manufacturers Record ..... *33 *35 
Marine Engineering & 

Shipping Review ....... 82 105 
Mass Transportation .. 26 31 
Materials & Methods . 97 lll 
Mechanical Engineering 88 95 
Mechanization ........... 97 107 
Metal Finishing .......... *57 63 
Metal Progress .......... 90 110 
SL eae 186 86 
Mill & Factory .......... *185 *203 
Moder pert sik 23 27 

ern Machine Shop 2 x 
edas oars be 40 Bed 223 265 
ua? Packaging ........ *134 *130 
Modern Plastics .......... *107 *122 
Modern Railroads ........ §84 69 
National Butter & Cheese e 

GE. ataedccietinss 38 
National Petroleum News (w. , 110 107 
National Provisioner (w.) . 18140 §141 
National Safety News ...... 46 53 
Oil & Gas Journal (w.) ... 1*423 *458 
Operating Engineer ....... 51 52 
Organic Finishing ........ 13 ll 
Packaging Parade (93¢x12) 63 51 
Paper Industry ........... 56 72 
Paper Mill News (w.) 4§*156 §*170 
Paper Trade Journal (w.).. 4§*180 §*190 
Petroleum Engineer ....... 140 170 
Petroleum Processing ..... 67 65 
Petroleum Refiner ........ *141 *160 
OOS Oe I se ccccc cscs *95 *100 
Plant Engineering ........ 44 33 
DE? GustObbbucacedes 49 51 
Ue eee 189 192 
Power Generation ........ 59 78 
Practical Builder ......... 90 
Printing Magazine ........ 49 57 
Product Engineering ...... *225 
a sca & 

Mana oF ‘iii; as 1*70 *77 
Products. "Finishing a Xx 

eet omen Saar 71 83 
Progressive Architecture ... 82 81 
_~ re *212 *257 
Quick Frozen Foods & the 

Locker Plant ...... ... §173 50 
Railway Age (w.) ....... 1156 202 
Railway Engineering & 

Maintenance .......... 51 49 
Railway Mechanical & 

Electrical Engineer ..... 81 70 
Railway Purchases & Stores. 66 80 
Railway Signaling & 

Communications ........ 26 35 
Roads & Streets ......... *89 *82 
Rock Products .......... *112 *110 
Sewage and Industrial 

Wastes Engineering’ .... 22 24 
ee i ae 41 50 
Southern Lumber Journal ... *69 *82 
Southern Lumberman ...... *148 *168 
Southern Power & Industry 93 93 
MELE Sctasecveeress 1*346 *394 
ED hc wan oo e's oes 2 28 
Telephone Engineer ...... 51 54 
Telephony (w.) .......... 115 *116 
Textile Industries 161 184 
Textile World .. 219 238 
TOI Se assce savers *90 *99 
Tool & Die Journal (5x7) *72 91 
\ ££ CO CER 67 79 
Traffic World (w.) ....... 1101 99 
WED evigkae ne 600% 20 20 
Water & Sewage Works .... 54 58 
Water Works Engineering .. 51 57 
Welding Engineer ......... 37 57 
Western Canner and Packer. *41 *49 
Western Construction News. . *§1 *85 
Western Industry ........ *41 *4q 
Wood Worker ............ *68 *79 
Woodworking 

GED wcscccesescseese *139 * 
MINN och osdaces §*314 -§*339 
World Petroleum ......... 43 

BE dasaewness bck 15,906 17,127 


PRODUCT NEWS GROUP 

Volume figures for product news. information 
publications listed below are reported in 1/9 page 
units (approximately 3/4 x 434”)—not in stand- 
ard 7x10” pages. 


Electrical Equipment ...... 340 
Industrial Equipment News. 673 717 
Industrial Maintenance .... 147 146 
New Equipment Digest .... 505 513 
Plastics World ........-. 148 119 
—_ Design & Develop- 
Fr OO POT 235 180 
emenenies Supply News 51 44 
WE okt cake Riseas 2,054 2,059 
Divided by 9 = 228 
TRADE GROUP : 
Air Conditioning & Refriger- 
ation News (w.) (11x 
Ml t4vincecacteatave 148 *61 
American Artisan .. 91 91 
American Druggist 119 124 
American Lumberman & 
Building Products Mer- 
chandiser (bi-w.) ...... 155 *146 
oe & Shoe Recorder (semi- 

Sa ae *174 *182 
Building Supply News ..... 102 115 
Chain Store Age— 

Administration Edition 
Combinations ........ *23 *25 
Druggist Editions ...... $1 $1 
General Merchandise— 
Variety Store Editions. . 153 156 
Grocery Editions ....... 86 98 
Department Store Economist 103 82 
Domestic Engineering ..... 149 153 
Electrical Dealer ........ 64 58 
Electrical Merchandising 
CT re gervcaes *152 *139 
Electrical Wholesaling .... +83 91 
Farm Equipment Retailing. . 80 138 
Farm Implement News 
on EE Te 166 *201 
Florists’ Review (w.) ..... *428 *426 
Fueloil & Oil Heat ....... 82 68 
Geyer’s Topics ... 84 *90 
Glass Digest .... 31 2 
Hardware Age (bi 1333 332 
Hatchery & Feed ......... 47 38 
Hosiery & Underwear Review 96 116 


g 

z 

Pages @ 

1950 

Hosiery Industry Weekly ... 147 
Hosiery Merchandising .... 28 
implement & Tractor (bi-w.) 172 
implement Record ........ 56 
Industrial Distribution .... 170 
Jewelers’ Circular-Keystone. 165 
Leather & Shoes (w.) .... 1§*144 
Lingerie Merchandising .... 53 
— Store & Dispenser. . aa 
“PPS ee ae 142 


Motor Age 
Motor Servis (4% x Oe). 
NJ (uatens Jeweler) 
(5Ve x 73) 
National Bottiers’ Gazette. . 
Office Appliances 
Photographic Trade News .. 
Piumbing & Heating Business 
Plumbing & Heating Journal 
— & Heating Whole- 
Re eee 
Poultry Supply Dealer ... 
a a Grocer (4%, x 


7%) 
Sheet Metal Worker 
Southern Automotive Journal 
Southern Hardware ....... 
Sporting Goods Dealer .... 
0 "= ae 
Super Market Merchandising 
vain Merchandiser 
io cedessss 
Wood Construction & 
Building Materialist .... 


ls e EeRBRSS Se omateak Se 


sesSsu seed él ¢ Reebok Sx geaeied sities Goin 5 


ME ebdewiaenesess 5,759 

CLASS GROUP 
Advertising Age (w.) 

2 Se 1159 
American Funeral Director . 1*92 
American Hairdresser ..... 46 
American Restaurant ..... 87 
Banking (7 x 10-3/16) ... 70 
Chain Store Age— 

Fountain fiectanvent Com- 

PE ¢xeckessches 27 
Cleaning & Laundry World. 53 
et eee 96 
Fountain Service ......... 42 
Hospital Management ..... 64 
Hotel Management ........ 93 
Hotel Monthly ........... 45 54 
Hotel World-Review (w.) 

SE BO Becccecees #35 *34 
Industrial Marketing ...... 95 §97 
Journal of the American 

ay Association (w.). *278 *284 

fl >} ayer 58 6 
Medical Economics (4% x 
D ae wihdeeh ae ¢ 4s hae 125 113 
Modern Beauty Shop ...... 61 78 
Modern Medicine (semi-mo.) 

ty See 169 144 
Nation’s Schools ......... 101 80 
“ Hygiene (4-5/16 x 

a is eh haa bse’ 127 1329 
Restasant Management ... 80 66 
Scholastic Coach ......... 134 33 
School Executive—School 

Equipment News ....... 71 63 
School Management (9/2 x 

11% Péabetseaceas o 23 26 
What’s New in Home 

et Ie pe 121 1185 

EE Wertuteeeasens 2,252 2,241 

EXPORT GROUP 
American Automobile F 

(overseas edition) ..... 112 136 
American Exporter 

(two editions) ......... 125 166 
American Exporter Industrial 

(two editions) ......... 110 126 
Automovil Americano ..... 130 165 
Caminos y Calles ......... 31 29 
Farmaceutico ........... 33 42 
Hacienda (two editions) .. 94 116 
Oe C, adiXe¢eeg ess 1l BE) 
Ingenieria Internacional 

Construccion .......... 56 
Ingenieria Internacional 

IN eer de ive 8 6 6 68 81 
McGraw-Hill Digest ....... 28 26 
Petroleo interamericano ... 48 58 
Pharmacy International ... . 17 18 
Revista Aerea Latino- 

_ eae s 7 12 
Revista Rotaria .......... 6 7 
Spanish Oral Hygiene 

(4-5/16 x 7-3/16) .... 30 31 
Textiles Panamericanos .... 61 58 

Mt divecnaweose e. 961 1,141 


§Includes a special issue. 

“Includes classified advertising 

|||Does bl include advertising in special Western 
sec 

iz s = units, sold as pages. 

‘Estimated 

‘February, 1950 figures include a Directory as 
one of 12 regular issues, while February, 
figures show the Directory as a separate issue. 

"Formerly Sewage Works Engineering. 


Poyntz Appoints Three 

Endel Loo, formerly in adver- 
tising in Norway, and Norman Or- 
tiz, formerly with Ronalds Adver- 
tising, Toronto, have joined the 
layout department of Alford R. 
Poyntz Advertising, Toronto. Ger- 
ry Rafelman, formerly sales man- 
ager of the Torcan Mfg. Co., To- 
ronto electrical concern, has been 
named supervisor of the newly 
formed direct mail division. 


WOV Appoints Pearson 

John E. Pearson Co. has been 
appointed to represent Station 
WOV, New York. John P. Rohrs 
has joined Pearson in the Chicago 
office. He will handle the WOV 
account in the Midwest. 


Heads American Screw Sales 


Arthur L. Fleck has been ap- 
pointed general sales manager of 


6|American Screw Co., Providence, 


succeeding the late Charles O. 
Drayton. 
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NEW Subscription Order Form... 


| Please enter immediately my subscription to 
Advertising Age for 


‘( One Year at $3.00 [] Two Years at $5.00 (] Three Years a‘ $6.00 
4 (] Payment enclosed [J Bill me later [7 Bill my firm 


Ral Pi 


Title. 
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which is the most attractive woman? 


Show this page to any group of men, and you'll hear 
a lot of different opinions. 

But any advertiser would pass up the rest for the 
lady in the upper left hand corner. And for two good 
reasons! 

She’s young — not quite 23. She’s at an age where 
she has no buying patterns, where her brand habits 
are not yet formed! 

She’s married — in the early marriage years. In those 
years, say Federal Reserve and other surveys, she buys 
more food,more cosmetics,more household appliances! 


Any advertiser would call her attractive—this lady 


Get the whole stor from modern romances 


America’s Youngest Married Woman Audience 
DELL PUBLISHING COMPANY INC © 261 FIFTH AVE., N.Y. 16, N.Y. 


with the wide-open purse and wide-open mind. For 
she alone is truly ready to buy his product—not only 
now, but from now on! 


When faced with the proof that one magazine 
reaches more of these women at less cost than any 
other — wouldn’t it be wise to remember its name? 


That magazine is Modern Romances. And here is 
the proof: 
Almost 4 million women read Modern Romances. 


74% are homemakers. Median age, 23 years. 71% of 
their families have one or more children at home. 


It’s the Youngest Married Market in America! 
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50 
Puget Sound Four A's Elects 
The Puget Sound chapter of 


the American Association of Ad- 
vertising Agencies has elected 
Harry S. Pearson, Pearson & Mor- 
gan, chairman; William W. Wood- 
bridge Jr., Botsford, Constantine 
& Gardner, vice-chairman; and 
Sidney Copeland, Mac Wilkins, 
Cole & Weber, secretary-treasurer. 
All are in Seattle. 


Sohn Directs Elsie Division 


Monte Sohn, general manager of 
Elsie Enterprises division of the 
Borden Co. since 1943, has been 
appointed director of the division. 


He is succeeded as general man-| - 


ager by Phillip E. Moonan, for- 
merly sales promotion manager. 


COVERS OAKLA 


AT LOWEST CO 


by Burn-Smith Co 


Ine 


Changes in the National Market—1940-1949 
As Reported by the Magazine Advertising Bureau 


(Add 000) Increase 
1949 N ig 
1. Population 131,970 149,215 17,245 1% 
2. Employed Civilians 47,520 58,723** 11,203 23.6% 
3. Spending Units—(Families 
or Single individuals) 39,287* 50,400 11,113 28.3% 
4. Spending Units with Annual 
incomes of $3,000 or More 5,703* 23,688 (1948) 17,985 315.4% 
5. Personal Consumption Expendi- 
tures (After Taxes & Savings) 72,100,000 78,700,000*** 147.9% 
6. Annual Personal Savings 3,700,000 14,800,000*** 11,100,000 300.0% 
A Total Retail Sales 46,400,000 ,417,000e 82,017,000 176.8% 
8. Passenger Car Registrations 27,435 35,700e y 30.1% 
9. Families—Total Number: 
(a) With Electric Refrigeration 13,701 500 15, 115.3% 
(b) With Telephones 12,405¢ 24,417 12012 96.8%, 
(c) Living in Wired Homes 24.599 37,244 12, 51.4% 
10. Life Insurance in Force $117,794,000 $219,100,000 $101,306,000 86.0% 
* 1941. 
** 11 months average. 
***Average of lst 3 quarters, adjusted at annual rates. 
e- Estimate. 
Names William Patterson Esmond Adds Two Accounts 


The Saturday Review of Litera-; Modern Tours Inc. and Berman 
ture, New York, has appointed Shipping Co., New York, have ap- 
William D. Patterson, formerly ' pointed Lawrence Esmond Adver- 
with Fred Smith & Co., to its ex-, tising Corp., New York, to handle 
ecutive staff. He will head a syn- their advertising. Newspapers, 
dicated book service for news- magazines and cutdoor posters will 


papers and special projects. | be used. 


“Ods Pitikins, Priscilla... 


this bible of buying information 
is building our new home!” 


Galloping gobblers! Ask Daniel Starch, discoverer of 


For complete in- 
about 
Home Owners’ Cata- 
logs see the Con- 
sumer Magazine 
Section of Standard 
Rate & Data Service 


formation 


the fact that Home Owners’ Catalogs is the 

greatest single factor of influence on buying de- 

cisions where homes are built to owners’ orders. 

Or let home-planners speak for themselves: 

“Home Owners’ Catalogs is the one specific 
source that provides the most helpful informa- 
tion about all kinds of products and services for 
new homes.” Research as sound as Plymouth 
Rock unearthed that fact. 


The rich “owner-occupy” market offers a pil- 
grim’s hatful of sales opportunities for manu- 


facturers of building materials, equipment, 
appliances and home furnishings. Go after the 
cash-in-hand prospects in this market ... gain 
selling impact through Home Owners’ Catalogs. 
Find out how Dr. Starch’s findings can help you 
make truly profitable sales in 1950. Write to 
Dept. “S”. 


Advertising Age, March 13, 195% 
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America’s First and Only Scientifically Designed | 
Rubberized Waffled Rug Cushion’... 


For the firet time, pune subbie- and duratie fthemcbleaded intee napuighion far eilvienm welling — 
combort! Allen RUBBER ‘LOC has every Septum jou baad tq other nag cdehiowe PLUS 
Here's measured revilience No Jog No Crag sad Nomthid, tot... Basptochen, mothpool, 
Allea RUBRER: LOC, with shoclabeorber tentten, desdens sound, tnenlites against dealt, doubles — 
the life of rage oad canpete Alpine green, Allo RUPBER*LOC should be under evrey mg and 
¢ Ke carpet. New om sale wherever Moor coverings are soll, ot 2 price that provides exceytronal valee, 
ies adel illen Derastren line. Bloat Coveriagy Dieion, Detroit 7; Mechtipen, 


GOES NATIONAL—Allen Industries, Detroit, although 40 years old, is launching its 

first national consumer advertising with this two-color page in the March 20 issue 

of Life. The new product, Rubber-Loc rug cushion, also will be promoted in four 
trade publications. Simons-Michelson, Detroit, is the agency. 


(membership); Wroe Alderson, Alderson 
& Sessions (special projects; nominating); 
Aubrey H. Wright, Parade Publication 
(personnel and placement); Clyde W. 
Phelps, University of Southern California 
(publications); and Harvey W. Huegy, 
University of Illinois (public policy). 
Others: Frank Harrington, Curtis Pub- 
lishing Co. (public relations); Hugh G. 
Wales, University of Illinois (student mar- 
keting clubs); Charles W. Smith, Mc- 
Kinsey & Co. (sustaining membership); 
Delbert J. Duncan, Cornell University 
(teaching); and John H. Frederick, Uni- 
versity of Maryland (transportation). 


Marketers Appoint 
Committee Chairmen 


New Yorx—The American Mar- 
keting Association has announced 
committee appointments for 1950. 

Serving as chairmen are: 

Dr. Lawrence C. Lockley, New York 
University ( demic appoint ts); Rob- 
ert J. Eggert, American Meat Institute 
(agricultural marketing); William C. Gor- 
don Jr., Curtis Publishing Co. (awards); 
Richard’H. Rush, business consultant (ca- 
reers); Ross M. Cunningham, Massachu- 
setts Institute of Technology (careers); 
Casilda V. A. Wyman, Farm Journal 
(chapter activities); Charles H. Sevin, 
Department of Commerce (distribution 
costs); Frank Juraschek, Carnegie-Illinois 
Steel Corp. (industrial marketing). 

Also: Ralph Cassady Jr., University of 
California (Journal of Marketing); Hans 
Zeisel, McCann-Erickson, (marketing re- 
search techniques); Orrin Ernst, Bristol 
Laboratories (medical marketing); J. Ed- 
ward Wilmotte, Statistical Tabulating Co. 


Ptizer Appoints McAdams 


Chas. Pfizer & Co., Brooklyn, 
manufacturer of fine chemicals, 
has appointed William Douglas 
McAdams Inc., New York, to han- 
dle advertising and promotion of 
its newly formed antibiotic divi- 
sion. First promotion to the medi- 
cal profession will be on Terramy- 
cin, Pfizer’s new antibiotic. 
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“Advertising Age 
has been a must 


with me for a great 


: many years’ 


od 
+) 
ri 
. . Says 
j its 
four SAUL M. BROUN, Chairman of the Board 
STERLING ADVERTISING AGENCY 
»_W. SAUL M. BROUN 
ornia 
uegy, 
) 
a Saul Broun first made news by being born on Ghristmas Day, 
mar- | 1894, in Washington, D.C. He next made news, as a youth out 
Pras. | “Advertising Age has been a must of high school, by taking a job as bill collector for the old Wash- 
— ington Times and not only collecting the delinquent accounts 
but getting so many renewals that he was soon selling more 
classified space than any of the regular salesmen. His success 
with me for a great man ears. was so phenomenal that the Washington Evening Star soon sent 
» gr yY 
ee for him. Later he attended the National Law School, but soon 
na left to enlist in World War I, from which he emerged with four 
of — P battle stars and a Lieutenant's commission. Entering the business 
ivi- I like its make up. paper field in 1920, he evolved the then-new idea of coordinated 
ny- fashion advertising. His idea consisted in making the manufac- 


turer's advertising sell goods locally for the retailer through a 
system of dealer aids which tied in the national ads. He took this 
idea to Sterling Advertising Agency in 1921 and was invited to 
join this group of four people as account executive. Today the 
organization occupies four floors and employs over 140 people. 
Mr. Broun is Chairman of the Board of Directors, and principal 
stockholder. Married, he is the father of three sons. Myron, the 
eldest, is in charge of the television and radio department at 
Sterling, the others are still in college. Mr. Broun is a member of 
“Congratulations on an excellent job!” the Republican Club and Rye Wood Country Club. His hobbies, 
he says, are “people, aquatics, and golf, in the order named.” 
He is also identified with many charitable causes. 


“I like its thorough coverage. 


“I like the style of writing. 


Advertising | Age 
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ATF Branch Plans Exhibit 


The new Cleveland branch of 
American Type Founders will have 
an open house and exhibit of 
grmting equipment March 29-31. 

he exhibit will include ATF’s 
new Kelly Three letterpress, the 
Little Giant automatic job press, 
Hadego photo-lettering machine 
and ATF 14-by-17-inch process 
camera. The branch is located at 
1530 E. 19th St. 


College Appoints Reynolds 

Ontario Ladies College, Whitby, 
Ont., has appointed E. W. Reynolds 
Ltd., Toronto, to direct the 1950 
advertising. Magazines and dailies 
will be used across Canada. 


BUUEL EYE-APPEAL 


o 


ob YOUR VISUAL SALES MATERIAL 


ALBUMS OF CLEAR 
Use ACETATE ENVELOPES 


Cevers are made of good looking, durablo 
Bestex artificial leather. Stocked sizes are 
O’n 11” and 11," 14”. Other sizes to 
erder. Choice of Swing-O-Ring, Multiple 
Ring, and several other types of binding. 
Enhances and Protects your Presentation! 
Acetate envelopes also supplied separately. 
Ask fer quotation. BUY DIRECT! 


GLENFIELD PLASTICS, INC. 


FCC Expects to Get 
Data Soon on Cheap 
New Color Converter 


WASHINGTON—The Federal Com- 
munications Commission an- 
nounced Tuesday that it expects 
to receive testimony shortly from 
a New York company which 
claims to be able to convert 
“adapted” TV receivers to CBS 
color for “about $9.95” retail. 

If convincing, the testimony 
may be an enormous boost to 
members of the commission who 
believe that the time has come to 
permit advocates of all three pro- 
posed color systems to go on the 
air—the public to pick the win- 
ner (AA, March 6). 

By an “adapted” set, FCC means 
a TV set capable of tuning in pres- 
ent 525-line pictures or the 405- 
line pictures used for CBS color. 
An adapter enabling present sets 
to receive 405-line pictures in 
black and white would cost about 
$35, manufacturers have told FCC. 
An additional “converter,” pre- 
viously estimated to cost about 
$50, is necessary to bring in 405- 
line color pictures. 


ae Two weeks ago, when color 
hearings resumed, several commis- 
sion members said they felt manu- 
facturers should market sets with 
adapters included. 

They said they believed most 


35 DeWitt St., Beaver Falls, N. Y. 


the commission decided to put all 
three color systems on the air. 
Availability of a $9.95 converter 
would make color easily available 
to purchasers of “adapted” sets. 

There is no doubt of FCC’s in- 
terest in the low-priced converter. 
Its sponsor, Celomat Corp., is one 
of the few companies that has 
been able to get permission to en- 
ter the color hearings, following 
the Aug. 26, 1949, deadline. At 
-he same time FCC announced that 
Celomat had been admitted, it 
turned down requests from two 
other would-be parties, including 
Wells-Gardner & Co., Chicago. 

Wells-Gardner said it has in- 
formation indicating public de- 
mand for large-sized pictures, but 
FCC said this kind of information 
is not helpful. 

FCC wrote Celomat that data on 
the cost of converters is “perti- 
nent to the issue” and should be 
made part of the record. The com- 
pany is expected to have its turn 
late this month. 


Lynch Joins Lannon Group 


George Lynch, formerly asso- 
ciated with Lynch & May, has 
joined Lannon, Roman & Thomp- 
son, New York, “the agency’s 
agency for creative work,” in an 
executive sales capacity. 


Florist Names Sally Selle 


Sally Luke Selle, formerly with 
House & Leland, Portland, Ore., 
has been appointed director of 
public relations of Flowers Tommy 


sets would be made this way if 


Luke, Portland, florist. 


Remember the old story? You have a dollar. I have 


a dollar. We swap. Now you have one dollar and I 


have one dollar. You have a 


We swap. Now you have two ideas and I have two 


ideas. 


This principle of multiplying ideas to mutual 
benefit is a cornerstone of the Chicago Photoengrav- , 
ers Association. Our thirty-three members put their 
heads together and exchange ideas that lead to | 


benefits for buyers of photoengravings. 


Although we frankly are 


found that it pays to be coo 


ideas that raise the level of craftsmanship and serv- 


ice. This is one good reason 


enced photoengraving buyers in Chicago deal, by 


preference, with our members, 


Chicago 


n idea. I have an idea. 


competitive, we have 


perative in exchanging 


why the most experi- 


BOARD OF TRA 
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Lesson from the Big Cat 


Well, the leopard that escaped from the Oklahoma City 
Zoo came back to eat—and to die. 


Fortunately, while away, he did no harm. 
And, in my opinion, he did some good. 


Ordinarily, I am -not too fond of the run-of-mine, “they 
said it couldn’t.be done but I did it” type of yarn. But there 
was something about that fresh-from-the-jungle leopard 
that got me—something about the way he kept hurling him- 
self against the pit wall until he made it that was almost 


inspirational. 


From a safe distance. 


It seems obvious to me from where I sit, that the cat never 
doubted that he could do it. He probably had leapt out of 
bigger pits back where he came from. 


But the well-tamed leopards wouldn’t even try to make 
a similar leap. They’d know before-hand that it couldn’t be 
done ...and that even if it could—well, what the hell! 


What’s all this got to do with advertising? 


I was just thinking that we allegedly creative people are 
pretty damned well-tamed, also. 


Too many of us no longer try to leap out of our own ruts, 


let alone pits. 


Too many of us have stopped hurling ourselves against the 
pit wall in an attempt to come up with a newer, fresher— 
yes, possibly even a unique copy theme or layout treatment. 


Too many of us know before-hand that “they wouldn’t buy 
it anyway”—so what the hell. 


... Yes, the big jungle cat (who hurt no one) is back—and 


dead. 


But I have a feeling that he’ll be remembered for a long, 


long time. 


He really showed ’em, 


He made them deepen the pit. 


—KENNETH PARSONS 
Hazard Advertising Co. 


Sperzel Adds Duties 


Erwin, Wasey & Co., New York, 


has appointed Jack Sperzel di- 
rector of publicity. Mr. Sperzel, 
who has been with the agency as 
an assistant account 
will continue with his account du- 
ties. 


executive, 


Appoints Cahn Agency 


Central California Artichoke 
Growers Association has ap- 
pointed the Ralph G. Cahn Agen- 
cy, San Francisco, to direct its 
advertising. A market survey and 
merchandising test will initiate 
the campaign. 


DE BUILDING + CHICAGO 


@ and you sell the 


@ Sell the News readers 


Bp, 


@ WHOLE BUFFALO MARKET 


<a 


for DATA BOOK 


BUFFALO EVENING NEWS 


EDWARD H. BUTLER 
Editor and Publisher 


WESTERN NEW YORK’S GREAT NEWSPAPER 


KELLY-SMITH CO. 
National Representatives 
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Advertising in 
Britain in ‘49 
Set New Record 


£30,522,199 for Space; 
Mides, Oxydol, Rinso 
Led Commercial Budgets 


LonpoN—British advertisers 
spent £30,522,199 for space last 
year, 40% more than in 1948 and 
more even than in the 1938 former 
peak ad year when they spent 
£ 28,500,500. 

Largest advertiser in Great Bri- 
tain in 1949, aside from the gov- 
ernment, was G & A Mides Ltd., 
dress merchandiser, which spent 
£190,224 for space. Next to Mides 
was Oxydol, with £176,648, and 
Rinso followed with £157,095. 

These figures have been reported 
in the current Statistical Review, 
which also shows that fourth- 
quarter 1949 British advertising 
was up 54.85% over the same per- 
iod of 1948. The increase applies 
generally to all media. 

The British government’s ad- 
vertising in the fourth quarter 
last year totaled £341,603, down 
about 4% from the £356,176 it 
spent for space in the fourth quar- 
ter of 1948. 


a The list of 1949’s largest ad- 
vertising budgets: 


C & A Mides £190,224 
Oxydol ‘ 176,648 
Rinso 157,095 
Persil detergent 136,961 
Ovaltine 116,786 
Dunlop tires 111,957 
Brylcreem hair cream 109,650 
Lewis Ltd. store 109,091 
Vim cleaner 107,949 
Brewer’s Society 107,704 
Co-operative Products 106,596 
Mars bars 103,911 
Milk of Magnesia 97,602 
Gibb’s S. R. dentifrice 95,967 
Ford autos 95,165 
Guinness 94,116 
Toni Home Wave 93,201 
Maclean’s stomach powder 90,360 
Gillette razor blades 89,358 
A. W. Gamage stores 85,319 
Pin-Up cold wave 85,247 
Maclean dentifrice 84,960 
John Barker & Co. stores 83,927 
Lotus & Delta shoes 81,972 
Harrods Ltd. store 78,871 
Biro ball pens 78,123 


ws Statistical Review also carries 
a breakdown for the last quarter 
of 1949 showing the amount spent 
for advertising by product groups. 
Following is its list of those groups 
spending an aggregate of £50,000 
or more for the three-month peri- 
od (with the leading advertiser in 
each group): 


Air travel £53,998 (British European 

Airways, £9,514) 
Banking 63,056 (Lloyd’s, 17,574) 
Beauty 

preps. 55,701 (Yardley’s, 9,113) 
Beer 100,922 (Guinness, 25,063) 
Biscuits, etc. 83,221 (Jacob's, 11,319) 
Cereal foods 83,759 (Welgar, 16,768) 
Chocolate 100,139 (Mars, 37,825) 
Cigarets 105,861 (Du Maurier, 

15,925) 
Cleansers 97,409 (Vim, 47,086) 
Cookers, 

heaters 50,688 (Radiation, 7,549) 
Coffee 55,931 (Bev, 19,818) 
Dentifrice 144,346 (Gibb’s S.R. 

29,327) 
Electric (Hoover 

Appliances 59,035 washer 8,981) 
Footwear 215,280 (Lotus & 

D. 21,886) 
Fountain 

pens 116,196 (Biro, 34,858) 
Furniture 85,522 (Jay's, 8,209) 
Gin, liqueurs 100,824 (Martell’s 13,170) 
Hair 

treatment 63,954 (Vaseline, 14,103) 
Hair waves 76,963 (Pin-Up, 34,529) 
Health, baby 

foods 200,066 (Ovaltine, 40,594) 
Insurance 107,721 (Industrial Life 

Office 45,356) 
Jewelry 66,816 (Samuels, 11,581) 
Motor cars 134,519 (Ford, 24,366) 
Outerwear (Gor-ray 

w&c 151,598 skirts, 14,548) 
Perfumes 57,176 (Californian 

Poppy 11,360) 
Razors, 

blades 71,208 (Gillette, 27,511) 
Radio, 

TV sets 153,460 (Ekco, 15,124) 
Seeds, etc 64,401 (Bees Ltd. 5,454) 
Shampoos 

etc. 127,624 (Gloria, 18,453) 


ye Se he SA el ee eres oe 


household 357,834 (Oxydol, 50,944) 
Soaps, 
toilet 128,292 (Lux, 28,501) 
joft drinks 55,703 (Schweppes, 
23,477) 
soups, 
gravies 76,150 (Marmite, 20,737) 
Textiles 68,356 (British Nylon 
Spinners, 8,493) 
Toilet 
creams 58,134 (Pond’s 13,560) 
Tires & tubes 64,171 (Dunlop, 28,618) 
52,711 (Dewars, 8,490) 
U. S. Rubber Shifts Golden 


Kenneth D. Golden, publicity 
manager in charge of employe 
communication and community re- 
lations in the Mishawaka, Ind., 
plant of United States Rubber Co., 
has been transferred to the com- 
pany’s public relations department 
in New York. 


Mann-Ellis Names Two 


Wally I. Wallach, art director, 
has been named vice-president in 
charge of all art and production of 
Mann-Ellis Inc., New York. Robert 
Brody, formerly an account execu- 
tive of J. M. Strauss & Co., Los 
Angeles, has been named an ac- 


count executive of the agency. 


Black Star photo 


Vou Castomers? 


Nor UNLESS you have 

distribution in Yugoslavia. And 
even with that, per-capita sales would 
undoubtedly be small because of low 
per-capita incomes. 


YET SOME national advertisers, 

with good distribution in Long Beach, 
California (one of America’s major 
markets) attempt to do a selling 

job there with outside media alone. 


“Remember, in Long Beach 
the Press-Telegram can 
do the job alone.” 


IT CAN'T be done! 3 
mes LONG BEACH, 


Press-Gelegram 
ihc 


CALIFORNIA 


WHY? Simply because the greatest 
Long Beach readership of any outside 
newspaper is only 14 percent! 


Represented Nationally by 
CRESMER & WOODWARD, Inc. 


MORE CITY CIRCULATION THAN THE TOTAL CIRCULATION 


OF ANY OTHER BALTIMORE DAILY NEWSPAPER! 


Beer to Breakfast Foods, your sales story reaches more 
Baltimoreans in the NEWS-POST than any other news- 
paper! You can buy this greater circulation at less cost... at 
a single cost. Here's a whopping 57% coverage of the 
nation's 6th city, reaching 196,630 City Zone families*. 
(Total net paid, 226,538). 


Raltimore News-Pos! 


First in Circulation... First in Coverage in the 6th Largest City 


— 
about F 
see tare A HEARST NEWSPAPER—Represented Nationally by Hearst Advertising Service 


Offices in principal cities: Philadelphia * Baltimore * Boston * Chicago * Detroit 
Los Angeles * New York * Pittsburgh * San Francisco * Seattle * Fort Lauderdale, Fla. 


*ABC City Zone based upon Bureau of Census 1947 surveys for Metropolitan Districts 
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Publicity Campaign 
Spurs Rice Sales 


LOUISVILLE—Rice consumption 
in the U.S. increased 144,000,000 
pounds during the “rice year” ex- 
tending from August, 1948, through 
July, 1949, according to U.S. De- 
partment of Agriculture figures. 
The increase, amounting to about 
one pound of rice for every per- 
son in the country, coincided with 
a nationwide consumer education 
campaign conducted during the 
same period by the Rite Consumer 


COLOR FOR ‘BORDEN | CHEESE— 
Seven different varieties of Borden 
cheese were appetizingly spread before 
Chicago Tribune readers in the latest 
of the firm’s newsprint color pages ap- 
pearing in the newspaper in February. 
Young & Rubicam is the agency. (Adv.) 


;}}sumer Service set out to make 
‘|}more people eat more rice more 
;}often. Funds were provided by 


_|untary contributions from some 
;|companies in the industry. 


Service here. 

Main feature of the campaign 
has been a rice recipe service 
which sends 20,000 to 40,000 re- 
cipes a month to food editors of 
women’s magazines, daily and 
weekly newspapers, farm maga- 
zines, Sunday newspaper supple- 
ments, hotel, restaurant, institu- 
tional and educational publica- 
tions. Rice Consumer Service 
claims that publication of these 
recipes has resulted in more than 
$1,000,000 worth of editorial space 
devoted to rice recipes and pictures 
of rice dishes. 


@ Rice Consumer Service was 
founded by M. R. Kopmeyer, 
president of the M. R. Kopmeyer 
Advertising Agency here. As agen- 
cy for the Arkansas Rice 
Growers Cooperative Association, 
Mr. Kopmeyer decided that the 
future for his client—and for the 
rest of the rice industry—called 
for more than competitive ad- 
vertising that only made con- 
sumers change brands. Rice Con- 


Mr. Kopmeyer himself, plus vol- 


Growth of the rice market has 
stimulated advertising and sales 
activity’ by individual organiza- 
tions in the industry. These ads 
are expected further to increase 
rice consumption. Rice Consumer 
Service predicts that increased 
publicity and increased consump- 
tion of rice develop an important 


TV Films Will Push 
Fiberglas Curtains 


ToLepo—Owens-Corning Fiber- 
glas Corp. will use more than 200 
television commercials in 24 cities 
during March, April and May to 
boost its Coronized Fiberglas mar- 
quisette curtains. 

The video films are built around 
a demonstration of how the Fiber- 
glas curtains may be _ washed, 
rinsed, briefly rolled in a towel 
and re-hung—all in seven minutes. 

In most cities, the commercials 
are scheduled for established home 
service TV sustaining shows, at 
least once a week for the three- 
month period. 


Keating Made NESCO Chief 


Arthur. Keating, president of 
Ekco Products Co., Chicago, has 
been elected president cf National 
Enameling & Stamping Co., Mil- 
waukee, following a proxy fight. 
He succeeds Stevens A. Bennett, 
who has resigned. Alfred J. Kieck- 
hefer remains as chairman of the 
board. 


‘Senior Prom’ Lowers Rates 


Effective April, 1950, Senior 
Prom, New York, will lower its 
advertising rates. The new rate for 
one page will be $1,550, compared 
with a previous rate of $1,800. The 
new rates will be based on a net 
paid circulation yearly average 
guarantee of 600,000. The previous 
guarantee was 800,000. 


James Aull Joins Martin 
James A. Aull, formerly copy 


new food advertising classification 
for newspapers and magazines. | 


chief of Geare-Marston, has joined 
Martin Agency, Philadelphia. 


Study No. 11 of the Continuing Study of 
was made on the May 7, 1949 issue of 
the Advertising Research Foundation. 


PROVED.. 


Remarkable man and 


wife readership 


Advertisements in 


Prairie Farmer 


6 TOP ADVERTISEMENTS 
read by 77% to 51% of men and 
55% to 37% of women 


51% 
MEN * 


STOCK MINERALS 


Farm Publications 
Prairie Farmer by 


of Same 


Sure we always knew it! 


. but now you don’t have 


for it. “The Continuing Study” shows that the man 
and wife partnership in Prairie Farmer Land de- 
livers a tangible bonus in advertising. It helps ex- 
plain the terrific results our advertisers get. Let us 
tell you more! 


1230 W. WASHINGTON BLVD., CHICAGO 7, ILL. 


Tie in with 


WLS 


The Voice of 
Agriculture 


Advertising Age, March 13, i 


The Eye and Ear Department 


chorus line of the CBS-TV show. 


that popularity in one night. 


ard white on color video. 


The Ed Sullivan Show, recently, has been showing some of the 
faults fundamental to a strictly vaudeville show on television. It 
has been scraping the bottom of the talent barrel. 

Undoubtedly, every effort is being made to find new acts and 
new performers—it would be suicide not to. However, unlike the 


Ed Sullivan, newspaper columnist and 
host of “Toast of the Town,” gets a salute And, as a result, the per- 
from the four “Toasterettes,” permanent former gains in popularity 


The Berle show is somewhere in between—and Berle’s hogging 
every act is one of its saving graces, in this respect. For Berle’s 
performance is the novelty, and it is difficult to remember from 
one week to the next just what performers appeared with him. 
For a while it seemed that some effort was being made to 
build Sullivan into a performer himself—which would be some- 
thing like trying to convert hamburger into pate de fois gras. In 
recent shows, this effort seems to have been given up, perhaps 
in desperation. Meanwhile, the show has little more life and 
distinction than the commercials—which would still look black 


— 


vaudeville stage where one 
single act could continue 
unchanged for years on end 
without becoming stale— 
since it was exposed weekly 
to only a limited audience— 
television plays all towns 
simultaneously. Once an act 
does its turn, it’s finished— 


except, perhaps, for one 
possible return engagement, 
if it’s good. 


This weakness does not 
affect programs like “The 
Fred Waring Show” or 
“Garroway at Large,” 
which are almost like musi- 
cal stock companies, play- 
ing different performances 
every week. The novelty 
comes from the perform- 
ance, not the performer. 


the longer he or she is 
seen, rather than expending 


Advertis: 
AMAZ 
PANTS 
DIAPE 


Mancy Dides j 
rnd Cots € 


PORTL/ 
Inc. has 


Uses Aerial Banners 

National Aijrlines Inc., New 
York, is using aerial banners in 
Miami to promote its “Star” flights 
and Club Coach service. Planes 
tow the banners over Miami Beach 
and Hialeah racetrack, appearing 
one hour on weekdays and two 
hours on Sunday. Hill & Knowlton, 
New York, is the agency. 


U.S. Rubber Ups McGovern 

P. J. McGovern, in charge of 
production, education and training 
activities, has been named direc- 
tor of public relations of the tire 
division of United States Rubber 
Co., making his headquarters in 
Detroit. 


Appoints Greenhouse 


Daniel F. Greenhouse has been 
appointed director of Television 
Sales, covering TV program pro- 
duction and distribution nation- 
ally for shows produced by KTTV, 
Los Angeles, for syndication. Tele- 
vision Sales, formerly known as 
Television Recordings Inc., will 
sete as a subsidiary of KTTV 
ne. 


Monroe Smith Heads Silex 


Monroe G. Smith, general man- 
ager, has been elected president 
of Silex Co., Hartford, Conn. He 
also will continue as general man- 
ager. 


to take our word alone 


makers of printing plates 


---s+---4-------- Gl kindred processes 


art retouching 
photoengraving 
electrotyping 
nickeltyping 


mold processes 
PLASTIC AND LEAD 


w under the same roof 


BLOMCREN BROS. & C0. 


Phone HArrison 7-4020 


626 S. FEDERAL ST. 


CHICAGO, ILLINOIS 
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AMAZING NEW DIDEE 
PANTS REVOLUTIONIZE 
DIAPER CHANGING.... 


ancy Dides Pants Eliminate Pins. .. Pin-Free Diapers 
Holder Cots Changing Time in Half ...Saap fastens! 


beer COLORS 10 CHOOSE 
Be White Pink Monee 


cpuce te) SES. 
WNC DIDEE PANTS 


NEW COPY—Jayvee Brand Inc., Port- 

land, Ore., will run ads like this, be- 

ginning in May, in baby and parent 
magazines. 


Jayvee Has Record 
Sales; Campaign 
Will Be Expanded 


PORTLAND, ORE.—Jayvee Brand 
Inc. has announced a greatly ex- 
panded advertising and merchan- 
dising campaign for its Jayvee 


baby wear line. The company’s 
sales are setting new records every 
week and additional manufacturing 
facilities are planned, according to 
George Mitchell, Jayvee sales 
manager. 

Consumer promotion will start 
with a two-thirds page in the May 
issue of Parents’ Magazine, follow- 
ed by repeat ads in Parents’ each 
month and continuing ads in Baby 
Care Manual, Congratulations, My 
Baby and Young Years. Trade 
promotion will consist of full pages 
in Earnshaw’s each month. The 
Magazine campaign will be 
supplemented with direct mail, 
window cards and newspaper ads. 


s John Emery, Jayvee president, 
announces that point of sale pieces 
already are going to dealers, and 
that two of these displays in test 
stores have resulted in sales in- 
creases as high as 235%. 

To attract inquiries for a book- 
let on baby care, Jayvee offers a 
free personalized bib, bearing 
baby’s name and birthdate, to 
mothers sending in coupons. 

Carvel, Nelson & Powell is the 
agency. 


Boston Agencies Join Forces 


Ford, Nichols & Todd, Boston 
agency, has joined forces with 
Arthur W. Sampson Co., Boston 
agency. Harvey A. Ford, Thaddeus 
Nichols and Eveleth R. Todd have 
joined Arthur W. Sampson, pres- 
ident, as the executive operating 
group of the combined Arthur W. 
Sampson Co. Inc. Offices will be 
located at 199 Washington St., of- 
fices of the Sampson agency. 


Raytheon Promotes Hammond 


Curtis R. Hammond has been 
hamed equipment sales manager 
of the receiving tube division of 
Raytheon Mfg. Co., Newton, Mass. 
With Raytheon for the past five 
years, he has been distributor sales 
Manager, and manager of the com- 
Ppany’s central division sales office 
in Chicago. 


Olian Names O'Malley V. P. 


Charles J. O’Malley, formerly 
sales manager of Paul F’. Beich Co., 
has been named vice-president of 
Olian Advertising Co., Chicago. He 
Will be in charge of marketing 


Packaged products. 
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WEY is the BIG audience coverage station of the Great Northeast 


| t to ] in YOUR favor, for with WGY an advertiser can actually 


cover sixteen metropolitan markets with ONE station! 


WHERE?... IN NEW YORK 


and only WGY can deliver audiences in so many individual 


markets! 


Albany Hudson Rome 
Amsterdam Johnstown Saratoga Springs 
Glens Falls Norwich Schenectady 
Gloversville Oneonta Troy 
Utica 
IN MASSACHUSETTS 
North Adams Pittsfield 


IN VERMONT Ue iiss 


... And all the territory in between 


HOW? eee COVE RAGE _ 50.00 power-full watts serving 16 cities 


with a metropolitan population of | million, 247 thousand. This 16-city 
area alone can claim retail sales of | billion, 162 million, 225 thousand 
dollars. A Hooper Survey just completed proves that WGY reaches 55% 
more evening radio listeners in the 16 markets than the next best station. 


is the only clear channel station serving the area . . . 
WHY? eee WGY 50,000 watts power on a low frequency! 


WGY. has been a listening habit since 1922! 


WGY is the ONLY NBC station in the area. Other network 
audiences are divided among: 3 stations for CBS, 5 
stations for ABC, 6 stations for MBS. 


WGY is owned and operated by the General Electric Com- 


pany, thus assuring finest station operation in the area. 


WHEN? eee RIGHT NOW if your product is distributed in upstate 


New York and Western New England. Your message on WGY will 
assure you of domination of the listening audience in the area, because 
WCY provides: 

MORE MARKETS than any other upstate New York station. 

LARGER AUDIENCES than any other station in the area. 

WIDER COVERAGE than any other station in the area. 

LOWER COST than any combination of stations in the area to reach 
the 16 markets. 


Represented Nationally by NBC Spot Sales 


Why 


A GENERAL ELECTRIC STATION 


For the complete story on WGY, 
its programs and availabilities, 


call your nearest NBC Spot Salesman! 
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RCA to Introduce 


TV Equipment at 
Editors’ Meeting 


New YorK—What is claimed to 
be a new and revolutionary piece 
of television equipment designed 
solely for the use of industry will 
be introduced March 16 by the 
Radio Corp. of America, at a 
meeting of the National Conference 
of Business Paper Editors at the 
Hotel Plaza here. 

Other features of the editors’ 
conference will include a visit to 
the DuMont Television Network 
studio where they will witness a 
demonstration and hear a talk 
on color television and industrial 


15 MILLION 
NEGROES 


MUST EAT AND DRINK 


And they have 10 billion dollars to 
spend! If you have food, drinks, cos- 
liquor or any other products 
the way to reach the Ne- 
the Negro papers and 
nes he reads with interest and 
. Advertising in these pa- 
pays big dividends, for the Amer- 
is the most loyal customer 
world. For full information of 
great market, write today to 
interstate United Newspapers, Inc., 545 
Fifth Ave., MN. Y., serving America’s 
leading advertisers for over a decade. 
NOTE: We now have facts compiled by the 

Research Co. of America on brand 
preferences of Negroes from coast to coast, 


35 
f: 


AL 


iain i al 


television by Commander Morti- 
mer W. Loewi, director of the net- 
work. 

Carl Byoir, chairman of the 
board of Carl Byoir & Associates, 
public relations counsel for the 
Great Atlantic & Pacific Tea Co., 
will talk on the A&P case and the 
impact of anti-trust prosecution on 
all industry. 


# Saul Cohn, vice-chairman, City 
Stores Co., will speak on distribu- 
tion costs; Paul M. Mazur, partner 
in Lehman Bros., will discuss the 
impact of finance on industry to- 
day, and Dr. S. D. Kirkpatrick, 
editor of Chemical Engineering, 
will talk on the impact of chem- 
ical engineering on modern in- 
dustry. 


Ford Appoints Clennan 


Joseph G. Clennan, formerly 
with Packard Motor Car Co., has 
been appointed sales promotion 
manager of the midwest regional 
sales office of Lincoln-Mercury 
division of Ford Motor Co. Nor- 
man Mitchell has been named as- 
sistant sales manager in the Chi- 
cago district office. 


Lucas Promoted to V. P. 


Lawrence N. Lucas, sales man- 
ager of the soda fountain division, 
has been named vice-president of 
Bastian-Blessing Co., Chicago. He 
will continue to be sales manager 
of the soda fountain division. 


Joins Wolfer, Douglas 


Lon Young, formerly an associ- 
ate of Mike Newman & Associates, 
has been named an account ex- 
ecutive of Wolfer, Douglas, Ben- 


ABP to Announce 
Awards on April 18 


New YorK—Award winners in 
the Associated Business Publica- 
tions’ 1950 competition for adver- 
tising in merchandising papers 
will be honored by ABP at a lun- 
cheon April 18 at the Plaza Hotel. 

Awards will be presented to 
advertisers and agencies for 33 
campaigns, chosen from nearly 
300 entries, which, in the judges’ 
opinions, made the most effective 
use of their space in merchandis- 
ing publications in 1949. Floyd L. 
Triggs, advertising manager of the 
Riegel Paper and Riegel Textile 
corporations, will present an in- 
terpretive summary of the judges’ 
opinions. 

Advertising competitions in var- 
ious categories have been spon- 
sored by ABP for the past eight 
years. The~ 1950 merchandising 
competition is the first to be spon- 
sored separately for advertising 
in merchandising publications. 

Reservations for the program, 
including cocktails and luncheon, 
may be made through the ABP of- 
fice, 205 E. 42nd St., New York 17. 


Steele Elected President 


Daniel H. Steele, vice-president, 
has been elected president of the 
Hamilton Advertising Agency, Chi- 
cago. He succeeds John J. Lawler, 
who has been made chairman of 
the board. 


Slayton Joins KXOK-FM 


John H. Slayton has joined the 
sales staff of KXOK-FM, Transit 


nington, Los Angeles agency. 


Radio station in St. Louis. 
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SPORTS A 
are BIG B 


THEY DO AN ANN 


(Not Counting the Sales 


THEY EMPLOY NEAR 


EACH COPY OF SPORTS AGE 
IS READ BY 
3.53 Store Employees 


A READERSHIP OF MORE THAN 
23,000 EACH MONTH. 


Sporting goods retailers and their sales people are the 
backbone of the sporting goods industry . . . they must 
be sold if your products are to be put into the hands 


of Chain and De 


of sportsmen. 


do not subscribe to any other 


S 


GE RETAILERS 


USINESS . . - 
VAL DOLLAR VOLUME 


LY 50,000 PEOPLE 


SPORTS AGE has a total combined circulation to all 
classifications of mote than 12,000. 


Its paid circulation to retailers is in excess of 6,000. 
An independent survey revealed that 46% of these retailers 


zine ... can’t be reached without SPORTS AGE 


—and withal, it has an advertising space cost 
the lowest in the field! 


WRITE FOR YOUR COPY OF THE “SPORTS AGE" 
COMPLETE MARKET ANALYSIS REPORT. 


The Business Magazine of Sports Equipment 
212 Fifth Avenue, New York 10, N. Y. 


GEYER PUBLICATIONS—Est. 1877. Publishers of GEYER'S TOPICS, OFFICE MANAGE- 
MENT AND EQUIPMENT, THE GIFT end ART BUYER, SPORTS AGE ond Trade Directories. 


sporting goods trade maga- 


Advertising Age, March 13, 1984 


Composition of Retail Sales 


Showing the share (in percentages) that each 
product group represents of all U. S. retail sales. 


1948 1949 
Kind of business 1929 | 1933 | 1989 | 1941 me 
First | SC | First a 
half | ait | Dal | hale 
Durable-goods stores__....___.__...._.| 29.3 | 19.8 | 24.7 | 28.1 | 28.7| 29.7/30.4| 318 
Automotive DD ieieneanimmewaned 14.5]; 9.7) 13.2) 15.4] 14.2] 15.4] 17.1 18.4 
Motor-vehicle dealers.......... 13.3} 8.7 | 12.0] 140] 12.9) 141/)158) 174 
Parts and accessories .......... 1,2 -9/ 12] 14] 14] 14] 1.3 1.3 
Building materials and hard-| 7.9) 55/| 65/ 7.0) &3| 8&2] 7.4 7.4 
ware froup. 
Building materials............| 5.4] 3.5] 42] 44] 53] 52/ 46 4.8 
Farm imp) ts 1.1 7 8 9] 1.2] 12] 12 1.0 
Hardware 1.5) 1.3] 15] 16] 1.8] 1.8] 1.7 16 
Home-furnishings group_._.......- 6.7) 39] 41) 47) 5&2) 51) 49 5 
Furniture and house-furnish- as 
_ eo 3.7) 26] 29) 32) 32] 31] 29 29 
Household appliances and 
radios. 1.9); 1.3] 13] 1.5] 21] 21] 20 2.3 
Jewelry... 1.1 7 -9) Li 1.0 9 ° 8 
Nondurable-goods stores_.___.___.____| 70.7 | 80.2 | 75.3 | 71.9 | 71.3 | 70.3 | 69.6 | 68.2 
pF Se 88] 7.9] 7.8] 7.5] 7.6] 7.6] 7.5 6. 
Men’s. clothing and furnish- ‘ 
ener ae: 2:8) 22) 20) 20] 1.9] 1.8] 18 1.6 
Women’s apparel and acces- 
| a 3.1] 31] 3.1 3.0; 3.4) 35] 3.4 3.1 
Family and other apparel.....| 1.2 01 227 Li Lil Lil te 1.0 
Shoes... .. ‘ 1.7] 1.7] 15] 14 1.2} 1.2] 1.2 1.1 
EE er 3.5) 43] 3.7) 33/ 29] 28) 29 2.8 
Eating and drinking places.......| 4.4] 5.8] 84] 86] 9.4/ 92] 89, 8&6 
i) athatetmmuéencevedil 22.6 | 27.6 | 24.2 | 22.7] 23.6] 23.3/ 23.7) 23.6 
Grocery and combination... 15.2 | 20.4 | 18.4 17.3 | 18.7] 184/189) 188 
EO nidicinnsemenenaseed 7.5) 7.2) 58) 5.4] 49/ 49] 48 4.8 
Filling stations. 3.7) 62) 67] 62) 49) 48] 49 5.0 
General-merchandise group..._... - 18.6 | 20.3 | 15.4 | 14.3 | 13.0] 13.2] 12.6). 12.4 
Department (excluding mail . 
I iitiepatichepiabinnaiibdiintampes 81) 95] 84) 7.9) 7.71 7.8] 7.4 7.4 
ST icibniiicadateninceaie a OT bead 1.1 1.0} 1.0 9 9 
General, including general 
merchandise with food......| 5.6| 4.8] 2:2] 1.8] 1.5] 1.5] 1.4 1.3 
Dry goods and other general 
(ae 22); 24] 1.4] 1.8] 127 1.2] 1.2 1.1 
NS a tiatenieincetndiibusiainy eel 1.9; 28/ 23) 21 Bet urs be 1.6 
Other retail stores._.............__ 92) 80) 92) 93) 99) 94] 91 9.0 
Liquor. ot 8) BOT BOT 2.64 3461 2.4 1.4 
All other. 92; 7.9) 7.8) 7.9] 841 80] 7.7 7.7 


From Survey of Current Business, February. 


Ohio Stations Open 
Midwest TV Network 


CINCINNATI—A midwestern tele- 
vision network to carry sports and 
outstanding events of sectional in- 
terest is in the process of being 
formed, with WCPO-TV as the 
Cincinnati outlet. The first step, 
a two-station hookup, has started 
with WHIO-TV, Dayton, telecast- 
ing wrestling matches from Cin- 
cinnati. 

Station WTVN, Columbus, moved 
into the network Friday. Other 
cities reported ready to join the 
sectional network when coaxial 
cables and microwave relays are 
completed will be Cleveland, To- 
ledo, Indianapolis and Louisville. 
Most of the outlets are reported 
to be CBS affiliates. 


Plans call for indoor sports to 
be carried during the winter 
months, major league baseball in 
the spring and summer, and Mid- 
west Conference football games in 
the fall. 


Sampson Names Nehrbass 


Harry L. Nehrbass, formerly 
vice-president in charge of sales 
and advertising of the Simoniz Co., 
has been named vice-president 
and director of marketing and 
sales coordination of John H. 
Sampson Co., Chicago agency. 


Growers Name Gerth-Pacific 


Klamath Potato Growers Asso- 
ciation, Klamath Falls, Ore., has 
appointed Gerth-Pacific Advertis- 
ing Agency, San Francisco, to han- 
dle its account. A program is be- 
ing planned for marketing the 1950 
pack. 


Direct wire to 


mass markets 


BREVITY. Coca-Cola doesn’t belie, e 
in wasting words. Reading time 
for this panel—one glance. But 
buyers remember what they’re 
supposed to... the brand name! 
Yes, brief, telegraphic messages 
build sales faster. And the best 
way to turn a short message into 


actual sales is through General 
Outdoor Advertising Co., 515 
South Loomis Street, Chicago 7, 
Illinois. 
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Earnings of 
Advertisers 


American Telephone & Telegraph 
Co. revenue for 1949 rose 10% over 
the previous year—from $2,624,- 
827,067 to $2,893,273,356. Net in- 
come was $232,855,465, or $9.70 per 
share, compared with $222,415,868, 
or $9.86 per share, in 1948. Lower 
per share earnings for 1949 were 
caused by an increase in the num- 
per of shares outstanding. Annual 
dividend of $9 was paid for the 
29th consecutive year. 


e Scott Paper Co. reported $83,- 
599,960 in sales for 1949, up from 
the 1948 total of $73,597,062. Net 
income was $5,626,603, or $6.07 per 
share, compared with $3,839,179, 
or $4.15 per share, in 1948. 


e Spiegel Inc. showed a 1.37% 
drop in sales during 1949, with a 
total of $132,776,759, as against 
$134,622,916 in 1948. Net income 
last year was $2,037,551, or $1.01 
per share, while 1948 net reached 
$4,404,283, or $2.48 per share. Mail 
order sales gained but retail store 
sales were “disappointing.” 


e Westinghouse Electric Corp. re- 
ported an alltime record net in- 
come of $67,268,555 for 1949. After 
preferred dividends, income 
equaled $4.95 per share, compared 
with $4.11 per share earned on a 
net of $55,656,351 in 1948. Net 
sales for the year were $945,699,- 
382, down from the 1948 total of 
$970,673,847. P 


Ekco Products Co. showed net 
income for last year of $1,986,172 
on sales of $29,110,171, compared 
with a net of $2,590,140 on $30,- 
824,650 in 1948. Earnings for 1949 
were equal to $2.16 per share. 


e Elgin National Watch Co. sales 
for 1949 were $27,625,889, com- 
pared with $28,478,155 in 1948. Net 
income was $1,621,759, or $2.03 per 
share, down from 1948 net of $1,- 
710,272, or $2.14 per share. 


e Seiberling Rubber Co. showed a 
$359,351 loss in 1949, on sales of 
$25,338,774. In 1948 the company 
made a $467,758 profit on sales 
of $28,414,291. Loss was attributed 
to slowness in the tire replacement 
market, with resultant price cuts. 


e St. Regis Paper Co. reported net 
sales of $127,335,591 last year, com- 
pared with $162,672,926 in the pre- 
ceding year. Net income amounted 
to $5,478,203, or 90 cents a share, 
compared with $14,859,803, or $2.71 
a share, in 1948. 


e Bigelow-Sanford Carpet Co. Inc. 
showed a drop in sales last year 
to $67,411,228 from 1948’s record 
high of $85,205,160. Net income 
was down to $2,704,878, or $4.10 
a share, compared with $5,196,584, 
or $8.11 a share in 1948. 


e Gardner-Denver Co. sales for 
1949 totaled $20,612,945, down 6.5% 
from the 1948 total of $22,045,031. 
Profits rose to $2,185,483, or $3.18 
a share, compared with a net of 
$1,971,732, or $2.86 a share in 1948. 


e Minneapolis-Honeywell Regula- 
tor Co. reported net earnings of 
$8,021,984 for 1949, on sales total- 
ing $72,754,599. Earnings were the 
highest in the company’s 65 years 
of operation, while sales reached 
a peacetime peak. Net income in 
1948 was $5,942,008 on sales of 
$57,600,527. 


@ Eastman Kodak Co. sales in 
1949 totaled $396,232,518, 44% 
below the 1948 alltime record of 
$414,977,519. Net earnings were 
off 3%, from $51,263,118 or $4.11 
per share in 1948 to $49,770,699 or 
$3.80 per share last year. 


@ Coca-Cola Co. and its consolida- 
ted subsidiaries report a net profit 
for 1949 of $35,990,927, against 
$33,794,170 in 1948. 


Fall Joins ‘Lite’ Sales Staft 


Joseph Fall Jr. has joined the 
Sales staff of Life in the Chicago 
office. Recently he has been with 
Crowell-Collier and previously was 


with National Geographic Beps-| 


zine, 


Knight Joins Jewelry Group 


Robert A. Knight, manager of 
the manufacturers’ division of the 


New Haven, Conn., Chamber of | 


Commerce and executive secretary 
of the Manufacturers’ Association 
of New Haven County Inc., has 
resigned to become executive sec- 
retary of National Jewelry Re- 
search Foundation, New York. 


To Harrington-Richards 


Harrington-Richards, San Fran- 
cisco, has been named to handle 
the advertising of Biltmore brand 
canned tuna, packed by Coast 
Fishing Co., Wilmington, Cal. 


Jongeward Joins Simpson 


T. B. “Jay” Jongeward, formerly 
with the Seattle staff of Ruthrauff 
& Ryan, has joined the advertising 
department of Simpson Logging 
Co., Seattle. 


Harvey Named PR Manager 

Robert E. Harvey has _ been 
named vice-president in charge of 
public relations of Ringsby Truck 
Lines, Denver. 


GREEN BAY_ 
WISCONSIN 
IS AN IDEAL 


TEST MARKET 


can’t be beat. 


BAY PRESS GAZETTE. 
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GREEN BAY HAS EXCELLENT 
RETAIL FOOD OUTLETS, 
BOTH CHAINS AND INDE- 


For testing grocery 
products these food out- 
lets and this market 


FOR THE FACTS—WRITE 
GEN’L ADV. DEPT., GREEN 


A New Sales Medium for a 


Rich and Growing Mark 


a | 


“The ONLY 


Publication 
Devoted 


Exclusively 
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Appoints Tom Lloyd 


Tom E. Lloyd, machinery editor 
of Iron Age, has been named man- 
ager of publications of the Amer- 
ican Institute of Mining and Metal- 
lurgical Engineers, New York, 
succeeding T. W. Lippert, newly 
appointed general manager of the 
a Metal Corp. (AA, Feb. 

2. 


Joins Waxed Paper Institute 


Carl E. Rogers, formerly with 
Foote, Cone & Belding, Chicago, has 
been named director of marketing 
and public relations of the Waxed 
Paper Institute, Chicago. 


Harold Burson Moves Office 


Harold Burson, public relations 
counsel, has moved his office to 
220 E. 42nd St., New York. 


t Such fine foods at such low prices prove — 
you live better for less at Kroger 
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page every month in the Chicago Trib- 
une will spearhead the Kroger Co.’s 
1950 campaign featuring some of this 
grocery organization’s strongest pro- 
motion ever addressed to Chicagoland 
housewives. Shown above is the Febru- 
ary newsprint color page, placed exclu- 
sively in the Chicago Tribune on behalf 
of this retail food chain’s more than 
100 outlets in the Chicago area. (Adv.) 


Along the Media Path 


McCall’s has launched extensive 
advertising and circulation promo- 
tions to dramatize the new edi- 
torial formula, uncovered in 
its March issue. The issue fea- 
tures equal emphasis on service 
features and has a_ two-cover 
run, half the copies carrying a 
food cover and the other half the 
usual cover girl. Readers will vote 
on their preference and, in addi- 
tion, the advertising trade will 
prejudge the vote. In addition, 
newsdealers, wholesale distribu- 
tors, salesgirls, subscription agen- 
cies, local agents and other circu- 
lation personnel may participate. 
Prizes will be awarded for the best 
estimates of reader reaction to the 
covers. 

The issue is being promoted in 
the March Redbook, the April 
McCall’s Style News: and News- 
dealer Magazine. Also, through full 
pages in the Chicago Daily News, 
New York Herald Tribune, New 
York Times, and Chicago Tribune. 
Walter Weir Inc. is the agency. 


e The St. Louis Advertising Club 
held its annual gridiron dinner on 
Feb. 23, the same day as the British 
elections were held. And to keep 
interested business men posted on 
the latest election results, Station 
KXOK provided a steady stream 
of special bulletins while the din- 
ner was in progress. 


e Bruce Publishing Co., Milwau- 
kee, celebrated the sixtieth anni- 
versary of its American School 
Board Journal early this month by 
moving into a completely remod- 
eled, nine-story structure at 400 N. 
Broadway. 

First issue of the Journal carried 
eight pages of reading matter, “an 
extremely poor halftone portrait 
and a few local ads, unrelated to 


the school field.” Since the publi- 


DO THIS! 


Write us today for samples and 
quotations. If possible, let us know 
the number of sheets to be inserted, 
sheet size, your preference of style 
and color, and approximate quan- 
tity. Should your plans call for IN- 
DEX DIVIDERS, let us know that too, 
so we can offer you a complete 
package. 

BEAVERITE SPECIALIZES 

IN LONG LASTING, 
INEXPENSIVE BINDERS— 
AND SELLS ‘'DIRECT."’ 


CATALOGS 


ERS? 


SPECIFICATIONS 


INSTRUCTION 
BOOKS 


TRAINING 
HANDBOOKS 


Samples and quotations promptly given. 


BEAVERITE PRODUCTS, INC. 


35 DE WITT STREET, BEAVER FALLS, NEW YORK © 


~ BESTEX, BEAVERHIDE, and Paper Cover Stocks; Looseleaf and Mechanical Bindings. 


cation was started, the company 
has added Industrial Arts & Voca- 
tional Education, Catholic School 
Journal, Hospital Progress and a 
book division. 

The new building, renovated at 
a cost of $500,000, is designed to 
permit straight-line magazine and 
book production and represents a 
gain of 10,000 square feet in floor 
space. 


e Good Housekeeping’s April issue 
contains the largest volume of ad- 
vertising of any April issue pub- 
lished in the past 20 years. It is 
the second largest issue published 
in two decades and carries the 
largest volume of color advertising 
in the publication’s history. 


e Rapid Grip & Batten Ltd., To- 
ronto, has published the first issue 
of its new bi-monthly customer 
magazine, “The RGB Circle.” The 
publication will highlight new de- 
velopments in the graphic arts in- 
dustry and profitable uses for en- 
gravings, electrotypes, stereotypes, 
rubber and plastic plates and 
other products and services offered 
by the company. The first issue, for 
example, contains articles on para- 
plastics and wax engravings. 


@ Dell Publishing Co. soon will 
issue a booklet telling how adver- 
tisers “can take full advantage of 
the great male market” through 
“mass magazine media that can 
reach great groups of men effici- 
ently.” 

Dell contends that “men have 
always been powerful influences as 
consumers. Powerful promotion 
has heretofore sold them short. 
The lack of publisher know-how 
in interesting them in magazines 
has held back male magazine me- 
dia.” Now that the magazine media 
for reaching men are available, 
says Dell, the company will suggest 
methods for using them efficiently 
and economically. 


e The June issue of Esquire will 
carry a special 14-page feature 
supplement, “The Great Automo- 
bile Story,” with photos of the 
early models and the nine top 
men in the industry, plus full-color 
illustrations .of ten new-model 
cars. 


e The Chicago Tribune has opened 
its 11th annual American Fashions 
Competition, “for the purpose of 
encouraging designing talent to 
create fresh and interesting fash- 
ions for women.” A total of $5,500 
in cash awards will be paid design 
winners. All entries must be re- 
ceived not later than Monday, 
April 17, to be eligible. Entry 
blanks, rules and details are avail- 
able from the Tribune, care of 
“1950 American Fashions Competi- 
tion.” 


e Harry Waddell, for the past 
six months co-editor, with L. C. 
Morrow, of Factory Management 
& Maintenance, New York, has 
been appointed editor. Mr. Mor- 
row, with McGraw-Hill for 30 
years, and editor of the publica- 
tion since 1933, will continue as 
consulting editor. 


Hite Succeeds Locke as 
President of Tracy-Locke 


Raymond P. Locke, who founded 
Tracy-Locke Co., Dallas, in 1913, 
has retired as president, and his 
stock interests in the agency have 
been purchased by company as- 
sociates. He is succeeded by Mor- 
ris L. Hite, executive vice-presi- 
—_ who joined the company in 


Clay W. Stephensen, who joined 
Tracy-Locke in 1948, has been 
elected executive vice-president 
and a member of the board of 


directors. 


THREE-WAY JOB—Here’s how an Omaha 

to tie in with Mutual Benefit of Omaha and its page in The Saturday Evening Post, 

headed “How to Use a Knife. Mutual’s series (AA, Jan. 16) dodges scare heads, 
and instead, illustrates proper use of tools of various sorts. 
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department store window was dressed up 


$15 Billion to Be 
Spent on Consumer 
Durables: Macfadden 


New York—America’s wage 
earner families plan to spend $514 
billion on family durable goods in 
the near future, and plan addi- 
tional expenditures of $10 billion 
at a later date, according to the 
latest report of the Wage Earner 
Forum. The forum is a panel of 


of these durable goods now owned 
by panel members has been pur- 
chased since the end of the war 
and usually by the newer and 
younger families. 

The report points out, however, 
that saturation of ownership is still 
small among the younger families 
and that they are the major mar- 
ket for future buying of these 
items. The preserit status and buy- 
ing plans of the wage earners for 
ten product lines covered in the 
survey is shown in the table be- 


1,500 wage earner families through- 


low. 


Home 
* Immediate only. 


Ownership and Buying Plans 


Pian To Buy Unit Sales 

Products Now Own At Once Later Opportunity 
Refrigerator 85.3% 2.0% 10.0% 400,000 
Washing Machine 82.3 2.3 8.8 2,200,000 
fron 96.5 0.5 2.1 500,000 
Toaster 82.4 3.1 -$.2 1,700,000 
Home Freezer 2.0 0.1 14.2 2,900,000 
Dishwasher 11 0.1 8.7 1,800,000 
Radio Set 97.0 1.0 3.7 900,000 
Television Set 8.3 2.2 28.5 6,100,000 
Car 69.7 18 14.8 3,300,000 
49.8 17 18.9 *340,000 


out the nation, sponsored by the 
Macfadden Publications, under the 
direction of Everett R. Smith, mar- 
keting and research director. 
High percentages of present 
ownership among wage earner 
families were reported in seven 
of the ten product lines studied. 
They range from 49.8% for home 
ownership to 96.5% of all panel 
members ‘owning electric irons. 
Lowest ownership percentages 
were for such new products as 
home freezers, automatic dish- 
washers and television receivers. 


ms The study shows that present 
owners will buy new or replace- 
ment products for all but two of 
the durable goods surveyed. Only 
those panel members owning home 
freezers or dishwashers will not 
buy replacements, but replace- 
ment purchases of other items 
range from 2.2% in the case of 
new irons to 10.5% in the case of 
new cars. 

Evidence of wage earner will- 
ingness to buy, the report says, is 
the fact that the larger percentage 


Wesley Resigns 


Walter P. Wesley has resigned 
as vice-president of the Ad Detec- 
tor Corp., Chicago, following ex- 
piration of his contract on March 
1. He will continue with the or- 
ganization until no later than May 
1 to handle work in progress. The 
company tests advertising and ra- 
dio and television programs with 
mechanical “arousal” devices. 


Oliphant Named A. M. 


Mollie Oliphant, formerly in the 
advertising department of the 
Journal, Shreveport, La., has been 
named advertising manager of the 
J. C. Penny Co. Store in Denver. 


Joins Avery & Bruguiere 

Margery Jones, formerly copy- 
writer of Hale Bros., San Fran- 
cisco department store, has joined 
Avery & Brugtiere Advertising 
Agency, San Francisco. 


Schmidt Adds Cofrin 

‘ John F. Cofrin, formerly sales 
counselor of Downing Box Co. 
has joined the Milwaukee sales 
staff of the packaging division of 
E. F. Schmidt Co. 


HENNEBERRY ROTOGRAVURE CO. 


CATALOGS - 


4001 RAVENSWOOD - 


Rotogravure — Colorgravure 


25 Years of Dependable, 
Economical Service 


PUBLICATIONS - 


BROCHURES 


Tel. LAkeview 5-8520 
CHICAGO 13, ILL. 
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French Assembly 
May Ban Coke; 
Farley Bitter 


Paris—A Communist motion to 
ban the import, manufacture or 
sale of Coca-Cola in France and 
French Morocco was defeated by 
the’ French National Assembly 
March 3. 

The Communists have claimed 
that French people may be “Coca- 
Colanized,” and wine producers 
have also fought against Coke’s 
postwar reintroduction (AA, Pri- 
vate Lines, Feb. 6). 

The battle has not yet been 
ended. The Popular Republican 
party succeeded March 3 in pass- 
ing a bill which would empower 
the Minister of Health to regulate 
the amount of byproducts used in 
Coca-Cola. There is a dispute over 
the phosphoric oxide in Coke: 
Coca-Cola’s French manager, Al- 
fredo Schwab, says the ingredient 
is not harmful. 

Coca-Cola Export Corp. has re- 
stricted its advertising in France 
for the past three months entirely 
to window display cards, and other 
point of purchase material. 

Coca-Cola sales in France, AA 
was told by a representative of the 
corporation, were not resumed, fol- 
lowing the war, until last Decem- 
ber, and no Coca-Cola advertising 
has been placed in newspapers or 
magazines or on posters in France. 
Even the amount of point of sale 
material distributed was small in 
quantity, it was said. 

James A. Farley, chairman of the 
board of Coca-Cola Export Corp., 
characterized the action in the 
French Assembly as “the weirdest 
bit of political shennanigans I’ve 
ever encountered.” 


8 “Coca-Cola,” he said, “wasn’t in- 
jurious to the health of the Ameri- 
can soldiers who liberated France 
from the Nazi so that the Com- 
munist deputies could be in session 
today. It is a strange alliance be- 
tween the French wine growers, 
who unjustifiably fear the popu- 
larity of Coca-Cola, and the Com- 
munists, who are even more fright- 
ened by such an ambassador of 
good will...popular at home for 
64 years and today served under 
the same formula everywhere ex- 
cept in Communist countries. ~ 

“If our Congress were as nation- 
alistic as the French, they’d imme- 
diately bar French wines as seduc- 
tive to American morals in retali- 
ation for the political slander of 
an American living tradition of 
refreshment, but more likely our 
Congress will smile at the trans- 
parency of the French bill designed 
to bar Coca-Cola—perhaps smiling 
during the ‘Pause that Refreshes’ 
in the cloak rooms of Congress 
where Coca-Cola is a favorite bev- 
erage. 

“Coca-Cola has been served in 
France since 1919,” Mr. Farley 
said, “and it looks as if it requires 
a political edict to stem the rapid 
expansion of its popularity with 
the French people. Why not let 
the people decide?” 


# Although the French bill men- 
tions no drink by name, the Com- 
munist deputies tried to amend the 
measure before passage to include 
Coca-Cola specifically. 

Launched several months ago by 
the wine industry’s business paper, 
Journee Vinicole, Montpellier, in 
the name of French wine interests, 
the anti-Coke campaign, according 
to Michael Clark, special corres- 
pondent of the New York Times, 
Was quickly taken up by the Com- 
munist press and reached its height 
last December. 

“A moderate newspaper, Le 
Monde,” Mr. Clark said, “joined 
with the Communist press in de- 
RNouncing the ‘dangers that Coca- 


Cola represents for the health and 
civilization of France.’ 

“Comparing United States ad- 
vertising with the totalitarian pro- 
paganda by which ‘whole peoples 
have been intoxicated,’ Le Monde 
declared that no further concession 
could be made.” 

An amendment to the bill makes 
it applicable to the overseas de- 
partments and French colonies, 
which is likely to curtail the sale 
of Coca-Cola in Algeria and 
French Morocco, where the Ameri- 
can soft drink has found a ready 
market among the Moslems, whose 
religion forbids the use of alcohol- 
ic beverages. 


Kistler Names Swerer A. M. 

George Swerer has been ap- 
pointed advertising manager of W. 
H. Kistler Stationery Co., Denver. 
He succeeds Bill Spaulding. 


Joins Meldrum & Fewsmith 
Keith Frazine, formerly an as- 
sociate account executive of Kelly- 
Nason, New York, has joined 
Meldrum & Fewsmith, Cleveland. 


Kastor Agency Promotes 
George L. Cummings as V. P. 


Kastor, Farrell, 
Chesley & Clif- 
ford, New York, 
has promoted 
George L. Cum- 
mings, who 
joined the agency 
in 1948 as art di- 
rector, to vice- 
president of the 
agency. 

Prior to his 
present position, 
Mr. Cummings 
was an art director with Young & 
Rubicam, serving that agency in 
both its Chicago and New York 
offices. 


G. L. Cummings 


Rand Heads International 


Edgar E. Rand has been elected 
president of International Shoe 
Co., St. Louis, and Byron A. Gray, 
president since 1939, has been 
elected chairman, succeeding the 
late Frank C. Rand. Edgar Rand, 
son of Frank Rand, has been with 
the company since 1927 and a vice- 
president since 1947. 


Te ae eee eee a See, ee, en ae 


SO of Ind. Net Drops 


Standard Oil Co. of Indiana, 
Chicago, had total sales in 1949 of 


» |$1,170,283,161, compared with $1, 


245,786,091 in 1948. Net earnings 
were off 26.7%, from $140,079,- 
286 in 1948 to $102,668,228 last 
year. Lower prices and obligatory 
production cuts caused the drop in 
earnings, it was said. 


Hanly Agency Names Matera 

Hanly, Hicks & Montgomery, 
New York, has appointed Michael 
Matera, who has been an associate 
art director with the agency for 
— past four years, as art direc- 
or. 
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EL IMPARCIAL 


SAN JUAN 


PUERTO RICO 


Popular morning daily, covers Puerto Rico 
@ prosperous American dollar market. 


National Representative 


‘EDWIN SEYMOUR, INC. — 


270 Park Avenue 


New York 17, N.Y. 


Now —Kimberly-Clark brings you 


Premium Papers at 
Standard Prices! 


BALSAM AND SPRUCE LOGS —READY FOR THEIR 
DRAMATIC TRANSFORMATION INTO 1950 LEVELCOAT 


Cooked to a pulp! Wood chips, cooked 10 hours 
in acid liquor, form laps of sulphite pulp. Added 
to this basic paper ingredient for 1950, are the 
exclusive LongLac sulphate fibers. Now Levelcoat 
has a new smoother printing surface, greater fold- 
ing endurance, brilliant new whiteness that lasts. 


Hello, Levelcoat! Precision-coated paper winds 
off paper machines turning out 500 tons a day. 
Only the highest grade white Georgia clays are 
used in the coating process; and with the new 
formula, 1950 Levelcoat provides even more 
uniform ink reception, brighter, sharper repro- 
duction than ever before. 


Now you can make every impression 
a far better impression — without an 
increase in printing cost! For Kim- 
berly-Clark’s four new fully-coated 
Levelcoat* papers with new fiber, 
new formula, give you premium qual- 
ity press performance and reproduc- 
tion—at the cost of ordinary paper! 

You'll see new whiteness and 
brightness, feel new smoothness, in 
all four 1950 Levelcoat papers. In 
make-ready, on low or high speed 


presses, you'll discover new econ- 
omy and dependability. Finally, in 
comparing reproduction with that of 
any other paper, at any price, you'll 
agree there’s a striking new difference 
in the quality of printing achieved— 
with less ink — on 1950 Levelcoat. 

So regardless of your paper re- 
quirements — for long runs or short 
runs, for broadsides, magazines or 
house organs — look to Levelcoat for 
printability at its best. 


An ounce of prevention! Gloss meters measure 
surface contour and gloss of each lot of paper. 
There are many other checks, too—79 in all— 
constituting the industry’s most extensive qual- 
ity control system. That’s how it’s known new 
Levelcoat gives the press performance and re- 
production of higher-priced paper. 


Before choosing any printing paper — Look at Levelcoat 


New HIFECT* Made with strong sulphate- 
cooked fibers. Permanence, foldability, di- 
mensional stability make Hifect ideal for 
covers or any fine letterpress printing. 


New LITHOFECT* For finest offset 
printing, Lithofect provides a moisture-and- 
pick-resistant coating with a strong base 
sheet. Renders colors without loss of density. 


New TRUFECT* Whiter, smoother, folds 
even better than before. Trufect, for letter- 
press, offers faster ink setting time, greater 


press dependability, finer reproduction. 


New MULTIFECT* An economy sheet 
for volume printing. Now, with the new Long- 
Lac fibers, Multifect has added strength, 


better foldability, greater uniformity. 


KIMBERLY-CLARK 


CORPORATION 
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Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


Organ’s ‘Why Was I! Born?’ 
Gets Answer trom Hammond 

To the Editor: We’d like to un- 
dertake to answer the question 
posed by your “Eye and Ear De- 
partment” on Page 47 of your Feb. 
13 issue. The subject under discus- 
sion in a supposedly humorous 
fashion is the electric organ, and 
the question is, “God, why was I 
ever invented?” 

Since the only electric organ on 
the market is the Hammond organ 
—all others being either amplified 
reed organs or the so-called “elec- 
tronic” organs which produce tones 
from oscillating tubes—and since 
the Hammond organ is the organ 
that is used in practically every 
radio station of any size in this 
country, the question can well be 
answered by us. 

Believe it or not, the electric or- 
gan was not invented in order to 
keep your columnist awake during 
radio shows. In fact, we wonder 
why he doesn’t turn off his radio 
and turn on his electric blanket! 

The Hammond organ was in- 
vented so that over 18,000 churches 
throughout the world could have 
beautiful organ music—so beauti- 
ful and so adequate that a Ham- 
mond organ has served for all 
general services in the great Can- 
terbury Cathedral for over ten 
years; another provides all litur- 


Mexico, largest church on this 
hemisphere and third largest in 
the world; many thousands more 
serve in tiny chapels from the Arc- 
tic circle to India and Africa. In 
fact, many more churches have 
secured Hammond organs since 
they were introduced than all other 
comparable instruments combined. 

It was invented so that many 
thousands of homes could have a 
low-cost, easy-to-play, appealing 
musical instrument, one on which 
even the simplest music is beauti- 
ful, the. one instrument in the 
world which can never go out of 
tune, and on which children and 
adults alike can play all kinds of 
music with never-ending enjoy- 
ment. 

It was invented so that for the 
first time in the long history of 
the “king of instruments” thous- 
ands of high school and college 
youngsters could learn to play the 
organ. It is estimated that today 
over a hundred thousand people 
play the Hammond organ, and by 
request over 135,000 receive the 
“Hammond Times,” monthly maga- 
zine devoted to the organ. 

It was invented so that it could 
be used by the great orchestras of 
the world, could be enjoyed by 
such musical authorities as Pierre 
Monteux, conductor of the San 
Francisco Symphony Orchestra, 


gical music for the Cathedral of 


Dr. Fabien Sevitzky, conductor of 
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the Indianapolis Symphony, Percy 
Grainger, great pianist and com- 
poser, and many dozens more. 

The Hammond organ was not in- 
vented to assail the radio listener’s 
ear with “tones never before heard 
by the human ear,” but he is most 
correct in saying that it is the 
“inspiration of the imagination- 
starved writer, helpmeet of the re- 
stricted budget,” etc. True, like 
any other instrument it can be— 
and is—sometimes badly played. 
But just think how much worse 
a poor performer could do on a 
cello! 

E. S. Mackay, 
Advertising Manager, Ham- 
mond Instrument Co., Chicago. 
Sa = 

‘Never Be President’ Copy 
Used By Republic in ‘44 

To the Editor: I was particularly 
interested in The Creative Man’s 
Corner of Feb. 20 in which The 
Creative Man nominated “He'll 
Never Be President” as the head- 
line of the year. 

He may be interested in the at- 
tached proof of the advertisement 


headed “Peter, You Can Never Be 
President,” which this agency pre- 
pared for Republic Steel in 1944. 
It was one of a series of institu- 
tional advertisements that ran dur- 
ing 1944. The ad appeared in The 
Saturday Evening Post, May 20, 
1944, and also in Country Gentle- 
man, Progressive Farmer, Farm 
Journal, Pathfinder, Hoard’s 
Dairyman, Breeder’s Gazette, Ag- 
ricultural Leader’s Digest and Ag- 
ricultural Engineering. 
J. FEWSMITH JR., 
Meldrum & Fewsmith Inc., 
Cleveland. 
e «ee 
Says Ad Youngsters Have 
Expensive Learning Ahead 


To the Editor: I was interested 
in your editorial on hiring young 
men. 

The viewpoint of people like me, 
nudging 50 from the wrong side, 
is bound to be at variance with 
the views of those who wonder 
why we hang on and clutter up 
the scenery. 

From a client’s standpoint, how- 
ever, there is one point I find 
worthy of consideration; there are 
many advertising men, as well as 
retailers and manufacturers, who 
have never been through a com- 
plete cycle of business. 

If their experience has mostly 
been garnered in the past ten 
years, the years ahead will be a 
time for expensive learning. 

There are advertising youngsters 
running around, undertaking to 
give advice to clients, who have no 
experience of the period which is 
troubling him. For the past few 
years, retailers, wholesalers and 
manufacturers haye, each year, 
made a profit on inventory. To 
successfully sell, all that was ne- 
cessary was to have it. 

Certainly, youth has the enthusi- 


and these are needed, but I recall 
the statement of a friend, com- 
menting during the difficult ’30s: 
“Some wonderful reputations were 
made in radio... when everybody 
wanted a radio... but when tough 
times came, the only ones that 
continued to make sales were the 
piano boys, who could sell pianos 
when nobody wanted pianos.” 
Roy A. HUNTER, 
Western Manager, Stevenson 
& Scott, Vancouver, B. C. 


There's a Big Difference 

Twixt Median and Average 
To the Editor: Look at your 

news story on Page 8, Feb. 20; 

what is the difference between 

“average” and “median”? 
Who’s misleading whom? 

REDFERN HOLLINS, 

W. R. C. Smith Publishing Co., 
Atlanta, Ga. 


Mr. Hollins 1s right, and we 
blush deeply. The headline should 
have referred to “median,” not 
“average” income. 

For our own benefit mostly, 
let’s restate the difference: the 
“median” is the midpoint in a ser- 
ies, so that there are always an 
equal number above and below 
the median. The “average” is ob- 
tained by totaling all the figures 
in a series and then dividing by 
the number of units in the series. 
In a group of 11 families in which 
five have incomes of $1,000, one 
of $2,000, one of $3,000, one of $5,- 
000 and three of $10,000, the me- 
dian is $2,000—the middle point 
for the 11. The average, derived 
from adding the incomes together 
and dividing by 11, is $4,091. 

e @ e 
Says There's More Than 
One Way to Skin a Tooth 
To the Editor: Copy Cub re- 
ports: 
Jim Woolf says he’s sick to death of 
people in the ads laughing heartily over 
their purchases of soap powder and den- 
tifrices. 
But if the dentifrice models didn’t at 
least smile, how could they display those 
pearly white teeth? 
1. They could snarl. 
2. They could say:-‘“ngy-a-a- 
ang, so’s your old man!” 
3. A glamorous dental hygienist 
could be shown lifting the patient’s 
labia away from his dentures for 
a close-up. 
Ask silly questions and see all 
the smart answers you get. There’s 
more than one way to skin a 
tooth. 
And what makes anyone think 
that people with pearly teeth are 
‘always happy? I have pearly teeth 
myself. But the only time I feel 
like smiling is after they have 
been tucked away for the night in 
a glass of Polident. 

ANONYMOUS, 

Chicago. 

ee e@ @ 
Agency Men Get ‘Warning,’ 
Reprint of Editorial 


To the Editor: In your current 
issue you are-offering [a reprint 
of the editorial, AA, Jan. 30] “A 
Warning to All Merchandisers” 
without charge upon request to 
the editor. 
We would very much like to 
have a copy of this reprint. 

H. F. SI£ceEt, 
Tri Advertising Inc., Detroit. 
To THE EpITOR: ABOUT A MONTH 
AGO YOU RAN EDITORIAL ON WARN- 
ING TO OLD FAMILIES OWNING LONG 
ESTABLISHED OLD DRUG PRODUCTS ON 
CHANGING TIMES, ETC. WOULD AP- 
PRECIATE SIX COPIES BY RETURN MAIL 
IF POSSIBLE. 

JOSEPH Katz, 
PRESIDENT, THE JOSEPH Katz 
Co,., BALTIMORE, 


ee @ e 
TV Color Prompts a New 
Idea: ‘Smellavision’ 
To the Editor: I read with great 
interest your article on television 
color tests (Feb. 27 issue). 
It occurred to me that an auxili- 
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tion simultaneously with the color 
tube, such as the sound track og 
movie film, side by side with g 
series of small capsules—say 9 
in all—containing different odors, 
Thus, for example, when a comic 
tells a gag, the capsule will break 
and permeate the rocm with the 
odor of corn. A “B” western pic. 
ture would smell of ham. 
Imagine gazing at a close-up of 
a beautiful thrush singing directly 
at you ’midst the soothing smell of 
“Tabu” or “Surrender,” or the odor 


. 
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GEORGE SHAW 


Solves mystery of the 
flying saucers in 


East Liverpool 


“Flying Saucers,” those myste- 
rious discs which have been 
seen speeding across the sky in 
different sections of the coun- 
try, are made in East Liverpool, 
Ohio, the home of the world’s 
largest potteries. 

With thousands of dozens of 
dinner sets being made daily, 
it just can’t be helped if a few 
saucers fly from our fast mov- 
ing production lines and go “on 
their own” to some undisclosed 
destination. 

Wherever they may land, in all 
probability the surrounding 
homes will have a set of dishes 
stamped “Made in East Liver- 
pool, Ohio.” 

Fortunately, however, most of 
our millions of sets of dinner- 
ware are distributed through 
established trade channels and 
sold to housewives, hotels, res- 
taurants and commissaries all 
over the world. The sun never 
sets on our products. 


In a Nutshell 

This enormous production re- 
sults in an annual income per 
family of about $4,134. It’s 
easy to tap this $$$$ stock pile 
of buying power in the East 
Liverpool Review with over 
16,000 families. Our rate — only 
7¢ a line! Write now for a copy 
of the Standard Newspaper 
Data folder for East Liverpool, 
Ohio. Our time is your time 
when you want something done 
in East Liverpool. 


OUR 7 PAPERS 


© CANTON (OHIO) REPOSITORY 
@ STEUBENVILLE (OHIO) HERALD-STAR 


@ SALISBURY (MD.) TIMES 
These 3 represented by ~ 
Story, Brooks & Finley, Inc. 


MARION (OHIO) STAR 
EAST LIVERPOOL (OHIO) REVIEW 
PORTSMOUTH (OHIO) TIMES 


SALEM (OHIO) NEWS 
These 4 represented by 
John W. Cullen Company 
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of a cigaret that is kind to your 
T* zone. (*Television) 


Of course horse racing and|i 


wrestling matches would definitely 
be excluded, 

It could serve a double purpose 
in that it may discourage uninvited 
guests. 

How ’bout calling it “smella- 
vision’’? 

IRVING PINCUs, 

Art Director, Advertising 

Trade Service, Miami Beach, 

Fla. 


Checks on Creative Man's 
Discussion of Whisky Ads 

To the Editor: Several weeks 
ago you carried a story in, I be- 
lieve, the Creative Man’s Corner 
referring to some of the recent 
whisky advertising. 

The gist of the article was that 
with so much emphasis on lower 
prices, the distilleries were drill- 
ing holes in their own boats so 
far as the prestige of their pro- 
ducts is concerned. 

Comparison was made with Hen- 
nessey brandy, as I recall, which 
over the years has maintained a 
very dignified and certainly an 
elegant air about its advertising. 

What I am trying to do is locate 
the particular issue of ADVERTIS- 
ING AGE in which this article ap- 
peared. Your cooperation in send- 
ing me a tear sheet will be very 
appreciated. 

E, EUGENE UMLAND, 

Umland & Co., Advertising, 

San Francisco. 

The whisky advertising discus- 
sion appeared in The Creative 
Man’s Corner in AA Jan. 2. 


Joins Sour Apples Club 

To the Editor: Stephen Tedor 
has planted the sour apple tree 
(AA, Voice, Feb. 20) and I'll be 
willing to bring out the garden 
hose to keep it watered. You won’t 
need fertilizer; there’ll be enough 
in the stories appearing under this 
head. 

The psychology is sound. The 
advertising business drives much 
fresh talent away by its fantastic 
fairy tales which befuddle the 
student. I know—I taught the sub- 
ject for years. 

Besides that, the blow-hard de- 
stroys confidence in advertising 
as a profession. Strange enough 
a man can frustrate a half million 
people with his phony skyrocket- 
ing and we all gasp “Oh” and 
“Ah.” If “we pays to see the races 
we ought to see the finish.” 

I don’t think we want to laugh 
at the fallen idol—at least no 
harder than we cheered him when 
he said he was God. It’s tougher 
coming up the hard way—but its 
more enduring, fellahs. 

Editor—spare that sour apple 
tree! 

J. ARCHER Kiss, 
Chicago. 


Couple of Ad Angles Get 
Under This Reader's Skin 

To the Editor: I am highly 
pleased with James D. Woolf’s 
Piece on joyous models in adver- 
tising (AA, Feb. 13). It points up 
one of my favorite gripes at ad- 
vertising—the hyena complex. 
Next to that comes the so-humor- 
ous cartoon, I suppose it fills space 


' and saves a copywriter’s time, but 


it isn’t even slightly funny, on the 
average. It’s so damned nauseating, 
in fact, that I turn the page 
quickly looking for a Tums ad. 
Mr. Woolf’s angle on advertising 
that shoots completely over the 
average pocketbook is so right! 
Last night I picked up a bride’s 
magazine. Looking through it, I 
wondered how many brides there 


possibly could be who could buyT 


any of the merchandise advertised 
without using up her life’s savings 
—or papa’s. For the top 10,000 
brides it must be just wonderful. 


Where does that leave some hun- 
dreds of thousands of others? It 
isn’t the advertising alone. Editor- 
ial pages on decorating the new 
apartment, for instance, are only 
for the lady who’d hire a decora- 
tor anyhow. Look in the popular 
women’s home magazines and see 
the articles on how Mrs. So-So re- 
vamped that old, outmoded kit- 
chen, with pictures in detail. A 
lovely job. But never a word about 
what it cost. 

I’ve done some figuring on a 
couple. The minimum for new 
equipment came to $1,100. Add to 
that the cabinet installations, the 
closing up of one doorway and the 
opening of another, new curtains, 
new linoleum, refinishing the old 
woodwork, and so on, and if any 
single one of them added up to 


less than $1,500 then we, in our 
town, are getting royally skinned. 

And it runs up from there. A 
friend of mine has a first floor 
apartment in lower New York, 
opening on a dreary backyard. A 
woman’s magazine took it over 
(one general room, kitchenette and 
bath) and redecorated and refur- 
nished it to show what could be 
done with the place, took pictures, 
and ran them in a decorating fea- 
ture. Cost—$1,200. For one room. 

Now, anybody living in one room 
in that neighborhood doesn’t have 
$1,200 total, in the main. And 
wouldn’t sink it into a decorating 
job anyhow ... Damned if I’m not 
old fashioned or something. Maybe 
you are, too. But I think the lot 
of them are nuts. Excuse the out- 
burst, please. 


And damned if I ever buy a 
product advertised by a female 
who is winking at me! 

Cc. K. MacDermut, 
Photographic Trade News, 
New York. 

ee @ 


Agrees on Thumbs Down 
for Ads’ ‘Grinning Morons’ 

To the Editor: I am a designer 
and have been mad for years about 
the trite, corny, insincere illustra- 
tions of grinning pop-eyed morons 
which clutter up the advertising 
pages and billboards. 

Mr. Woolf’s little piece on the 
subject is beautifully written and 
so full of common sense, it almost 
restores my faith in advertising. 

The trouble with most advertis- 


ing men is they don’t know what; 


61 


makes people tick and care less. 
Instead of looking at people they 
look at their clipfiles of other ad- 
vertising. 
JOHN MAass, 
Abbott Kimball Co. of Califor- 
nia, Los Angeles. 


QUALITY METAL SIGHS 
AND PLASTIC 

in problem, write us. 
signs. 


you have a sig 


Velie makes 2 “ide range of 


enameled, lighted and unlig 


Write for information, 


ADVERTISING SIGN DiVISIC 


United Sound &. Signal Co. pe 


COLUMBIA FENNDSYILVANIA 


HAT’S RIGHT. You can 
demonstrate your prod- 


: ee pee ae 


PRODUCT 


uct at an average cost of 5¢ 
per dozen prospects— with 
Spot Movie ads in theatres. 
You can sell with sight, sound, 
action, in color or black and 
white. The average, across- 
the-country cost per thou- 
sand movie goers compares 
favorably with any other ad- 
vertising medium—any other 
method of selling. And the 
readership is 100%! 

Spot Movie ads demon- 
strate your product before a 
relaxed, receptive audience 
seated in a darkened theatre. 
Virtually every eye is focused 


on the screen where your message unfolds as 


a part of the show. 


You can use Spot Movie ads in selected cities 
...even in selected neighborhoods...or in more 
than 14,000 theatres across the country. You 
can tie Spot Movie advertising to local stores 


DEMONSTRATIONS 


or local distributors with special trailers. You 
can use your ‘Spot Movie’ films on Television. 

In no other medium can you do so much for 
so little. Get ali the facts today about Spot 


Movie ads in theatres from the Movie Adver- 


tising Bureau. 
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NEW advertising 


iu 


92 new advertisers 
already this year! 


A few of the advertisers 
using TODAY'S WOMAN for the 
first time in 1950. 


Chesterfield Cigarettes 
Clapp’s Baby Food 
Conti 

Corning Glass 

Cream of Wheat 
Colgate Amoniated Tooth Powder 
Colgate Dental Cream 
Campbell Soup Co. 
Gotham Hosiery 

Halo Shampoo 

Hanes Knitting Co. 
Anchor Rogers Sterling 
Kleenex 


51.7% increase 
in advertising lineage for 
the first 3 issues of 1950. 


The magazine young 
wives live by 


More news on pages 17, 18, 19, 63, 64 


big-brained and task-forced to 


which Warner & Swasey runs, 


‘ 


. 


LL“ welfare states’ are alike, They promise 
you anything and everything if you'll vore 
them into power — security, more money for less 
work, sharing the wealth, “soaking the rich”. 
So you vore chem the powér—and chen find 
you have voted away your freedom. You find 
chat all such promises of something for notching 
were false —as such promises must always be. 
For example: x 
One “welfare state” government (England) ‘+ 


it basis. 


Nice going, W&S! 


The Creative Wan Corner 


No doubt the Advertising Council has done and is doing a 
good job, and more power to it. But, aside from its savings 
bond ads—which bear all the earmarks of having been done 
by a closeted genius—most of its stuff reads as if it had been 


In this Corner’s opinion, nothing the council has done in } 
the interests of free enterprise begins to equal in clarity, sim- 
plicity, persuasiveness and sheer power the series of ads 
restricted a list of publications. 


This particular ad has all the conviction, with word econ- 
omy, of a fable by Aesop, and its caption is worthy of the 


* 


. They don’t keep feeding you cheese 
- after the trap-is sprung ~ 


recently used troops to break a strike. Another 


FOU CoM MACHINE 11 RUTTER, FASTER, FOR LESS WITH WARNED & SWASEY TORREY LATHES, AUTOMAZICS AnD Tarrime macuinrS 


best of history’s famous phrase-coiners. It has a character- 
istic American bite,.and wry humor that takes its wisdom 
to the heart and the belly as well as to the head. 

There is nothing emotional about it. No flag waving. No 
pulling out the lower stops on the organ. It’s just plain talk, 
buttressed with simple fact—given out on a take it or leave 


This doesn’t read like the work of a committee. It doesn’t 
read like the work of a high-priced Park Avenue food or drug 
specialist. It reads like the work of an ordinary guy, a little 
more thoughtful than most, who got his convictions the hard 
way—not out of a mass of research, but out of having lived, 
with wide open eyes and attentive ears. 


death. 


month after month, in all too 


Fede ao ae 


(Russia) destroyed the importance of the very 
unigns which had helped it to power, and, boast- 
ing of its love for che common man, cut the value 
of his money by nine-tenths, without warning. 
Look out for all chose promises of something’ 
for nothing. They don't put that cheese im the 
trap just because somebody loved mice. 
« No government, no individual, can give you 
anything worth having for long, The only thing 
you'll ever have and keep is what you yourself 
produce. And then you have your self-respect, too. 


/ WARNER 
SWASEY 
hired 


Machine Tools 


Tertle 
Machinery 


Sales of Van Camp |. 
Dietetic Tuna Rise 


TERMINAL ISLAND, CAL.—Van 
Camp Sea Food Co. here reports 
outstanding success with its new 
“dietetic pack” Chicken of the Sea 
and White Star brand tuna. 

Already the new pack is being 
marketed in some 16 cities across 
the country. New cities are being 
added weekly. 

The dietetic tuna is packed in 
distilled water. Some of the natu- 
ral oil has also been extracted from 
the tuna, according to the advertis- 
ing promoting the new pack. Salt 
content also is extremely low in 
the dietetic tuna. 

A 56” ad is used to introduce 
the dietetic tuna in new markets. 
Follow-up promotion is handled 
by a 4%” ad. The latter is used in 
conjunction with a 12” ad on regu- 
lar-pack tuna, always positioned 
just above the smaller ad. 


a Cities in which newspaper sched- 
ules already have been set up for 
the new dietetic pack include San 
Francisco, Oakland, Los Angeles, 
Hollywood, Long Beach, Denver, 
Salt Lake City, Saginaw, Detroit, 
Toledo, Philadelphia, Chicago, 
Minneapolis, St. Paul, Boston and 


Miami. 


tel 


According to Roy P. Harper, 
vice-president of Van Camp, 
Chicken of the Sea is the only die- 
tetic pack tuna which has been ac- 
cepted by the Council on Foods 
and Nutrition of the American Me- 
dical Association. The council’s 
seal is displayed in all the adver- 
tisements. 

Over the signature of Van Camp 
Laboratories, full-page advertise- 
ments promoting the dietetic tuna 
are being run in medical journals, 
pointing out its value for dietary 
management of hypertension, vas- 
cular diseases, anemias, etc. 

Van Camp’s advertising account 
has been handled by Brisacher, 
Wheeler & Staff, San Francisco, 
for 28 years. 


Stone-Tarlow Co. Adds 
New Media for 1950 Push 


Stone-Tarlow Co., Brockton, 
Mass., has increased its budget for 
promotion of Elevator shoes dur- 
ing the fall and winter of 1950. It 
will add Argosy, Popular Mechan- 
ics, Popular Science and True to 
its media list. 

Collier’s, Esquire and Life have 
been on the schedule previously 
and will be continued. Emil Mogul 
Co., agency for Elevator shoes, will 
continue to operate the company’s 
Dealer Service Bureau, a service 
giving dealers advice on local 
promotion. 


13 Win 15 Awards 
In L. A. Art Show 


Los ANGELES—Thirteen artists 
and art directors shared the three 
medals, 11 certificates of merit and 
the George W. Kleiser outdoor 
poster award in the fifth annual 
West Coast Exhibition of Adver- 
tising Art, sponsored by the Art 
Directors Club of Los Angeles. 

Winner of the Kleiser award 
was Morgan Henninger for a post- 
er produced by Foote, Cone & Bel- 
ding for Lockheed Aircraft Corp. 
Medal for a design for a complete 
advertising unit went to Robert 
Gage, art director of Doyle, Dane, 
Bernbach Inc., for a newspaper ad 
for Ohrbach’s department store 
here. 

Other medals went to James 
Hansen for the best painting, pre- 
pared for a Westways cover, and 
to Will Connell for a photograph 
used for an illustration in U.S. 
Camera Magazine. 

Certificates of merit included 
(artist, client and agency): 

Ren Wicks, illustrations for Fawcett 
Publications; Harry Diamond, b&w maga- 
zine drawing for Westways; Jack Rob- 
erts, trade ad for Klearflax linen looms, 
FC&B; Morgan Henninger, for his Lock- 
heed poster; James Williamson, newspaper 
drawing for S&W Fine Foods, FC&B; 
Robert Gage, for the Ohrbach ad; Charles 
Agler, small-space newspaper ad for Colo- 
nial macaroon mix. 

Also: Robert Magee and Maurice Scan- 
lon, booklet for Don Lee-Mutual; Charles 
Agler and Ken Parkhurst, point of sale 
material for Schalk Chemical Co., via Hal 
Stebbins Inc.; Edward Curtis, lettering 
for American Wine Co., FC&B. 


College Inn Elects Officers 


Willard Eliel, executive vice- 
president, has been elected presi- 
dent of College Inn Food Products 
Co., Chicago, succeeding the late 
Ernest L. Byfield. Other officers 
are: Paul F. Tevis, formerly vice- 
president in charge of sales, ex- 
ecutive vice-president; Gordon E. 
Carlson, vice-president in charge 
of production; Frank W. Bering, 
secretary and treasurer, and H. 
Russell Searight, assistant secre- 
tary and treasurer. 


Represents ‘Down Beat’ 

William R. Brand, of Brand and 
Brand, has been appointed eastern 
advertising representative of Down 
Beat. 
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ART EXHIBIT WINNER—James Hastings, 
art director for R. W. Webster Co., studies 
his certificate of merit-winning booklet, 
produced for the Don Lee-Mutual Broad- 
casting System at the fifth annual West 
Coast Exhibition of Advertising Art, spon- 
sored by the Los Angeles Art Directors 
Club. 


Yankee Opens Sales Office 


Yankee Network, Boston, has 
opened a sales office in Boston, 
with Joseph Lopez, manager of 
WEAN, Yankee station in Prov- 
idence, R. I, in charge. Mowry 
Lowe, in the sales department 
of WEAN, will act as station 
manager during Mr. Lopez’s ab- 
sence. Mr. Lopez will have his 
office at 21 Brookline Ave., Bos- 
ton. 


Publishes ‘Oil Heat’ 


Age Publications Inc., Toronto, 
began publication, with the Feb- 
ruary issue, of Oil-Heat, serving 
the Canadian fuel oil and oil heat- 
ing equipment field. James S. 
Reith is advertising manager and 
Frank R. Walker, sales promotion 
manager. 


Frank Easter Joins Keeney 


Frank S. Easter, formerly with 
National Provisioner, has joined 
Keeney Publishing Co., Chicago, 
as director of circulation and pro- 
motion for American Artisan and 
Heating, Piping & Air Conditioning. 


Pedlar & Ryan Names Fisher 


Theodore C. Fisher, vice-presi- 
dent and media director of Pedlar 
& Ryan, New York, has been ap- 
pointed account executive in 
charge of Camay and other Procter 
& Gamble interests. 


OF . 


RETAIL 


ISPLAY 


ADVERTISERS 


Pasadena Retail Advertisers ran 


1,692,109* more lines of advertising 
during 1949 in The PASADENA STAR- 
NEWS than in any other media. 


These Retailers know that with THE PASADENA STAR-NEWS 


they receive a more complete coverage of the Pasadena 


Market than is possible with any other media. 


*Source: MEDIA RECORDS 1949 


PASADENA 


ISTAR-NEWS 


THE NEWSPAPER OF THE SAN GABRIEL VALLEY 


Represented Nationally by Cresmer & Woodward Inc. 


NEW YORK * CHICAGO * DETROIT * SAN FRANCISCO * LOS ANGELES 
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Business Has No 
Spokesman, Says 
U.S. Chamber Head 


New YorK—American business 
men are losing the fight against 
“statism” because they are being 
outsold by proponents of the wel- 
fare state, Herman W. Steinkraus, 
president of the Chamber of Com- 
merce of the United States, told 
a combined meeting of the Na- 
tional Sales Executives and the 
Sales Executives Club of New 
] York. 

Mr. Steinkraus, who is president 
and chairman of the board of the 
Bridgeport Brass Co., warned his 
hearers against complacency, and 
declared that the time has passed 
when business men can afford to 
be so occupied with their own busi- 
nesses and competition to neglect, 
or leave to others, “the problems 


of selling the foundation upon 
which free business enterprise 
rests.” 

There are approximately 35,000 
employes in government service 
connected with public relations de- 
partments, Mr. Steinkraus said. 
He estimated that the Council of 
Industrial Organizations (CIO) has 
an annual income of $100,000,000, 
that the American Federation of 
Labor (AFL) has $75,000,000 to 
$100,000,000 and that the United 
Mine Workers has about $50,000,- 
000.. The heads of these three 
unions, he said, speak for 15,000,- 
000 workers. 


s Business, on the other hand, 
he emphasized, has no over-all 
spokesman. The U. S. Chamber of 
Commerce, Mr. Steinkraus said, 
although it represents 2,500 local 
chambers and 600 trade organiza- 
tions, has a budget of $2,500,000 
divided among 18 departments. 


The National Association of Manu- 
facturers’ budget is not much lar- 
ger, he said. Only a small part of 
each group’s budget, he noted, can 
be spent for publicity. 

Today, Mr. Steinkraus said, 
Americans are interested in one 
thing above all others, namely, 
their jobs. “This is the handle that 
business must grasp to get across 
the idea that the American way 
of life and all jobs depend on 
active trade, industry and agricul- 
ture.” 

A recent public opinion poll, he 
said, showed that only 7% of the 
people realize what business has 
done for their welfare. In con- 
trast, 49% said that the govern- 
ment had done the most, and 43% 
said that labor unions had done 
the most for them. 


Opens Contest for Resistab 


Bristol-Myers Co., New York, 
has launched a $3,000 cash prize 


I ay 


contest with promotion in business 
publications for druggists who sub- 
mit the best 50-word letter on 
“What Steps I Took to Increase 
My Resistab Sales.” The contest, 
which runs from March 1 to April 
30, is open to employes of chains, 
store managers, and independent 
owners. Kenyon and Eckhardt is 
the agency. 


Heads Thomas F. Clark Co. 
Thomas F. Clark Jr., formerly 
western advertising manager of 
Popular Science, has rejoined 
Thomas F. Clark Co., newspaper 
representative, as president of the 
company. Thomas F. Clark Sr. has 
become chairman of the board. 


N. Y. Agencies Merge 


Strohmeier Associates has been 
merged with Davis-Parsons Inc., 
New York, advertising agency. 
William D. Strohmeier has been 
elected a vice-president of Davis- 
Parsons, according to Malcolm 
Davis, president. 


Gan De 


This plant has special equipment and 
complete facilities for producing 


Catalogs, Publications 
and General Printing 


PRINTING PRODUCTS CORPORATION has system. No 
orders get lost or sidetracked. Each order is assigned to 
an experienced executive who watches and follows the 
order from the beginning to delivery. 


PRINTING PRODUCTS CORPORATION has been in the 
printing business for many years and is responsible finan- 
cially and otherwise. Dun & Bradstreet, Incorporated, 
rates PRINTING PRODUCTS CORPORATION and 
ASSOCIATES over One Million Dollars highest standing. 


PRINTING PRODUCTS CORPORATION always gives proper 
quality, quick delivery, and right prices. 


We Solicit Your Printing Orders one Wi 


Should Know What 
~ ERINTING PRODUCTS CORPORATION 


Por TE 


EE RET eee ~ ORR ORES OR ORR Te oR TT QE EMER ge 


(THE FORMER ROGERS AND HALL COMPANY) 


PRINTERS 


Artists + Engravers + Electrotypers 
Telephone WAbash 2-3380 — Local and Long Distance 
Polk and La Salle Streets, Chicago 5, Illinois 


. 
* 


Relieve yourself of all 
anxiety and worry. Place 
your printing orders with 
PRIMTING PRODUCTS 
CORPORATION. 


Our plant and organiza- 
tion give special services” 
and furnish advantages 
_ feo varied to mention in’ 
| this advertisement. 


| Serve You Well 


Topays 
WOMAN 


NEW advertising 


vOKEN 


51.7 % increase in lineage 


for Ist 3 issues of 1950! 


Some more advertisers using 
TODAY'S WOMAN in 1950 for 
the first time. 


North Star Blankets 
Norwich Pharmacal Co. 


Procter & Gamble 
Ogilvie Sisters 
Odorono 

Palmolive Soap 
Powder-ene 

Sacony Suits 
Serviset Paper Cups 
Swift & Co. 

Sunkist Lemons 

U. S. Rubber Co. 
Young Viewpoint Fashions 
Zonite Products Co. 


57.1% increase 
in advertising lineage for 
the first 3 issues of 1950. 


The magazine young 
wives live by 


More news on pages 17, 18, 19, 62, 64 
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for YOUR advertising 


"Topays 
‘WOMAN 


For TODAY’S WOMAN delivers ... . 
mere than a million young recently 
married women, whose buying needs 
@re many and urgent, whose purchas- 
ing power is plentiful. These young 
women are your prime prospects to- 
enduring customers. Sell them now— 
through the pages of TODAY’S WOMAN, 
the magazine they live by. 
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Federal Reserve Fi 

WASHINGTON—U. S. department 
store sales for the last week of 
February were down 5% from the 
dollar volume recorded during the 
same week a year ago, 

Largest losses were reported by 
eastern and northern states. The 
New York district was off 13%, 
and the Boston and Philadelphia 
districts declined 12%. 

A spectacular 33% increase in 
Minneapolis district department 
store sales helped bring up the 
national average, as did smaller 
gains in southwestern and West 
Coast cities. 

Largest loss among the cities was 
the 22% decline reported by New 
Orleans. However, stores in that 
city were closed for a day this year 
because of Mardi Gras festivities. 

In past years, retail dollar vol- 
ume has increased steadily from 
early March until Easter. The fig- 
ures in the “department store sales 
index” tabulation for the next 
month, therefore, will serve as a 
reasonably good indicator of retail 
business conditions. 

The Department of Commerce 
estimates sales of chain store and 
mail order houses in January, 1950, 
totaled $1,871,000,000, as compared 
with $1,968,000,000 in January, 


ae 


gures on Department Store Sales 


*Data not available. 


DEPARTMENT STORE 
SALES INDEX 


1935.39 EQUALS 100 


Week to Feb. 25, ’50*.. 
Week to Feb. 26, ’49*.... 
Week to Feb. 28, ’48*.... 
Week to Mar. 1, ’47*.... 
Month of Jan. ’50*.... 
Month of Jan. ’49* 


pPreliminary. 
*Not adjusted seasonally. 
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Buys Illustration Studio 


Jones Dallas Productions, 159 E. 
Chicago Ave., Chicago, which pro- 
duces movies, slidefilms, radio and 
TV scripts, etc., has purchased 
Frank Lewis Inc., 1725 N. Wells 
St., Chicago, illustration studio. 
Mr. Lewis has joined Jones Dallas 
as head of the new illustration de- 
partment. The Jones Dallas or- 
ganization will move to the Lewis 


1949. 
% Change from 
Previous Year 
Full Mo. Wk. 
Federal Reserve Year of Feb. 
District and City 1949 Jan. 25 
UNITED STATES .......... -—§ — —§ 
Boston District — —1 —12 
New Haven... —4 -6 —I7 
Bost 0 2 —11 
Springfield —4 -6 —ll1 
Providence -5§ -—5 —1l17 
New York Distric -—7i -—-6 —13 
Newark -6 —5 —14 
Buffalo ........... —4 °-—§ —21 
New York -—6 —6 —12 
Rochester ...... —8 -—6 —ll 
a -5 -—3 —15 
Philadelphia District... — —6 —I12 
Philadelphia .... -5 —5 —13 
Cleveland Distric' -—7I —7 —I1 
_ a —7 —8 —10 
Cincinnati ..... —7 2 —ll 
CIOVONAI vnccessccccceersessees —7 —3 —13 
END | cccctnnecnnctcorncene -5§ —7 —l1 
, ss Ea —7 — 9 —I17 
—4 -—8 —I17 
Pittsburgh ........ —7 —ll —8 
Richmond Distri + - —9 
Washington .... i-—-2 —7 
Baltimore ........... —-6 —5 —10 
Atlanta District .............. -— -—1 —3 


headquarters. 


57.1% increase 
in advertising lineage for 
the first 3 issues of 1950. 


The magazine young 
wives live by 


More news on pages 17, 18, 19, 62, 63 


et the Peori 


JOURNAL: STAR 


PEORIA NEWSPAPERS. INC. Agent. 


WARD-GRIFFITH CO. imc 


et 


SALES* 
$5,494.50 


Adv. Cost $270 
ONLY 4.9% 


*Includes Hamilton Ross ma- 
chines only. Many higher 
priced machines were 
also sold. 
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Newspapers Have 
Little to Fear 
from TV: Arnn 


Los ANGELES—“Neither televis- 
ion, nor radio, nor any other me- 
dium need keep the newspaper 
publishers awake nights, provided 
newspapers are sold intelligently 
and bought intelligently and used 
intelligently,” according to Charles 
E. Arnn, advertising director of the 
Los Angeles News. 

Speaking at a meeting of the Los 
Angeles Advertising Club, Mr. 
Arnn declared: “I honestly believe 
that most of us in the advertising 
business spend too much time try- 
ing to prove that a given adver- 
tising medium is the most effec- 
tive one for all types of products 
... under all and any conditions... 
and in any and all parts of the 
country. All media are good, but 
they are not good in all situations. 

“There’s no universal panacea 
among advertising media,” he con- 
tinued. “If you on the buying side 
and we on the selling side would 
put the same brains and the same 
dollars into discovering when, 
where and under what conditions 
each medium can be most effec- 
tive, the advertiser’s sales would 
soar...and so would his appro- 
priation.” 


ws Mr. Arnn declared that predict- 
ing the effect of television’s effect 
on newspapers is a ticklish under- 
taking, especially since more than 
one-fourth of the video stations 
now on the air are owned by news- 
papers. 

Many of the predictions voiced 
about the future of television and 
its relation to other media, he 
said, are excessively optimistic or 
excessively pessimistic. “Excessive 
optimism and excessive pessi- 
mism,” he continued, “spring from 
the same fallacy—the assumption 
of a set of static conditions; the 
assumption that the only way one 
medium can progress is at the ex- 
pense of other media.” 

He cited the development of ra- 
dio as a possible guidepost for 
newspaper publishers. “In _ spite 
of radio’s spectacular growth,” 
said Mr. Arnn, “we find that in the 
period between 1928 and 1948 
weekday newspaper circulations 
have risen from 38,000,000 to 52,- 
000,000 and Sunday from nearly 
26,000,000 to 46,000,000. Popula- 
tion increased 20%, but weekday 
circulation increased 32% and 
Sunday circulation 72%. 

“In view of this, it would seem 
to me unwarranted to be either 
too optimistic about television or 
too gloomy about the future of 
other media. 


a “To make consumption balance 
production, it certainly seems in- 
evitable that total advertising ex- 
penditures must be increased. To 
reach and maintain that balance, 
we will need the power of tele- 
vision plus the present power of 
all other media combined. Par- 
ticularly is this true if television 
is to advance at the primary ex- 
pense of radio.” 

Mr. Arnn challenged the “fairly 
widespread belief that because 
evening television programs draw 
the biggest audiences, evening 
newspapers will suffer more than 
morning papers. That belief,” he 
argued, “apparently is based on 
the belief that newspapers are 
bought solely for entertainment. 
“Without minimizing their en- 
tertainment value in the slightest, 
I think you’ll agree that that is 
not their.sole attraction. People 
buy newspapers for other and 
even more compelling reasons. 
And the most powerful reason of 
all is the local news...news that 


PRIZEWINNER—Fisher Body Division 

color magazine spread, using orchid con 

sages to represent various GM cars, won 

these orchids awarded by the Society of 

American Florists for outstanding use of 
flowers in advertising. 


such full measure and convenient 
form. 

“Another important factor that 
seems to get overlooked in the 
shouting and the tumult,” he said, 
“is the time element. TV set own- 
ers and radio listeners must choose 
between programs, programs 
which only can be heard at a 
given hour. 


a “Time is not a factor in the 
size of the newspaper audience. 
Time and competition for time is 
the primary factor in radio and 
television audiences. The greater 
the audience any one station or 
any one program has at a given 
minute, the less the audience 
every other station must have. 
“The establishment of another 
newspaper adds circulation. An- 
other radio or television station 
divides the circulation of radio 
and television. The greater the 
growth, the smaller the audience. 
The smaller the audience, the 
less the return. The inevitable 
fact that a person cannot be in 
two places at the same time is a 
difficult hurdle for radio and 
television...and television can 
steal time only from radio.” 
He concluded with the observa- 
tion that admen spend too much 
time trying to prove that a given 
medium is most effective for all 
types of products. Advised Mr. 
Arnn: “Put the same brains and 
the same dollars into discovering 
when, where and under what con- 
ditions each medium can be most 
effective.” 


Records Commercial for Trade 
Borden Co., New York, is in- 
troducing its new instant coffee 
singing commercial to the trade by 
mailing records of the commercial 
to 2,000 grocery trade leaders. The 
spot campaign will be carried over 
82 stations. Kenyon & Eckhardt, 
New York, is the agency. 


ONLY NUCOA, 


| ss ss cena tanes cima all j 


COLOR FOR NUCOA— Nucoa’s sales 
drive in the Chicago territory is built 
around newsprint color pages in the 
Chicago Tribune. The fifth page of the 
current series appeared Feb. 10. It typi- 
fies Nucoa’s use of Chicago Tribune 
newsprint color to strengthen its con- 
sumer franchise in the Chicago market. 


no other medium, including tele- 
vision, is equipped to provide in 


Benton & Bowles is the agency. (Adv.) 
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Advertising Age, March 13, 1950 


One afternoon in 1932 Frank 
Doubleday, of Doubleday, Doran, 
asked his circulation manager, 
William Herbert (Doc) Eaton, to 
come for a drive. This gesture, as 
Eaton well knew, 
was Doubleday’s 
way of approach- 
ing some weighty 
subject; and the 
weighty subject 
for that day was 
American Home. 
The magazine 


had plodded 
along for four 
years, steadily 


lost money, and 
about exhausted 
Doubleday’s hopes for it. 
Furthermore, the company had 
received an offer for the property. 
Doubleday’s wanted to sell. Eaton, 
one of the magazine’s founders, did 
not. The upshot of this meeting was 
that Eaton was named publisher, 
with the understanding he would 
produce results within six months 
or devote his efforts to selling the 
magazine. 

The way Eaton met this chal- 
lenge is history in the trade. Amer- 
ican Home went on to become a 
standout in its field. Its February 
issue hit a new circulation high 
of 2,900,000; its April issue. will 
garner the biggest ad revenue in 
the magazine’s 22 years. 

Eaton, of course, is still at the 
helm as publisher, president, treas- 
urer and general manager. He 
may also have some kind of a rec- 
ord for the number of directorships 
he holds. Last fall he was elected a 
director of Audit Bureau of Circu- 
lations. For several years, he has 
been director of the Magazine Ad- 
vertising Bureau and Publishers 
Information Bureau. He is a mem- 
ber of the policy committee of 
National Association of Magazine 
Publishers and, of course, a direc- 
tor. He is, to name another, a di- 
rector of Leading National Adver- 
tisers, in Chicago. 


W. H. Eaton 


= “Doc” Eaton sometimes has trou- 
ble remembering all his director- 
ships but he can recall American 
Home’s vicissitudes vividly enough. 
For that matter, there’s not much 
that has to do with publishing in 
this century which he can’t recall. 
Born in Epping, Ont., a whistle- 
stop about 100 miles from Toronto, 
Eaton went through high school 
in Toronto and got his first 
job in the U.S. (he’s had three al- 
together) with the Book Lovers 
Library in Philadelphia. Eaton was 
with Book Lovers, the first circu- 
lating library, until 1907, when | he 
joined Doubleday (then Double- 
day, Page) as manager of the mail 
order book department. 

In those days the mail order book 
department promoted both books 
and magazines. It soon came to the 
attention of management that 
Eaton, along with selling books, 
was accounting for more magazine 
subscriptions than the regular sub- 
scription department. This inter- 
esting fact prompted his appoint- 
ment as circulation manager of 
Doubleday’s magazines in 1910. By 
1916 he was a partner in the com- 
pany and had his first director- 
ship. 


s Before all this, back in 1900, 
Mr, Frank Doubleday had started 
Garden Magazine, a horticultural 
publication. Being a horticultural- 
ist himself, the magazine was a pet 
project of his. But it had never 
been very successful and in 1928, 


COVERS OAKLA 
AT LOWEST CO 


Represented nationally — 
by Burn-Smith Co., Inc 


You Ought foKinow. ..  W.8.Eaton 


largely through the urging of Ea- 
ton, it was expanded into Ameri- 
can Home. 

The new magazine, taking over 
Garden’s 55,000 circulation, was 
soon up to about 200,000 though it 
wasn’t making money. Its empha- 
sis was mainly on various aspects 
of building, although Eaton was 
discontented with this narrow ap- 
proach and kept pushing for more 
material on home maintenance. 

In 1932, when he got his chance 
as publisher of American Home, 
Eaton determined to change the 
editorial pitch. As he was mulling 
over just how this should be done, a 
member of the staff of the circu- 
lation promotion department asked 
to see him. Wasting no time, this 
young lady announced she knew 
what was wrong with the maga- 
zine. And proceeded to tell him. 
Her comments made sense to Ea- 
ton, since they emphasized the 
how-to-do-it, service approach he 
had in mind. 

The result of this was another 
challenge—with Eaton making it 
this time. The girl would be edi- 
tor for two issues, and could try 
out her ideas. This also worked out 
well enough, for Mrs. Jean Austin 
has been editor and Eaton’s part- 
ner ever since. 


a Under Mrs. Austin’s editorship 
the magazine interpreted its title, 
as Eaton had planned, by telling 
its readers how to do it, what to 
do it with, and how much it costs. 

Starting off smack-dab in the 
depression, it made the greatest 
growth between 1932 and 1942 of 
any monthly in the country. In 
1932 its net advertising revenue 
was $233,000, the following year it 
dipped to $166,000. Then came the 
climb to $378,000 in 1934, $690,000 
in 1935 and $1,200,000 in 1936. In 
1949 the net advertising revenue 
was $5,400,000. 

In 1932, Eaton had formed Eaton 
Associates, which took a lease on 
American Home and Country Life, 
also a Doubleday publication, with 
an option to buy. Eaton and his 
associates exercised this option in 
1935, paying $750,000 for the two 
magazines. In 1939 he sold Country 
Life, and has concerned himself 
only with American Home since. 


a That, of course, has kept him 
more than busy for many years. A 
stocky, vigorous man, with a shock 
of gray hair, “Doc” Eaton still 
finds the publishing business fasci- 
nating. 

How does one feel about it all 
after 40 years in the publishing 
business? Well, since he’s been in 
it that long, Eaton is a good one to 
comment. He says, puffing care- 
fully on his cigar, “You want to 
stay in it.” 


Eric Johnston to Address 
Advertising Federation 


Eric Johnston, president of the 
Motion Picture Association of 
America, will be the principal 
speaker at the opening luncheon 
session of the Advertising Federa- 
tion of America’s 46th annual con- 
vention in Detroit, May 31-June 2. 

The convention program will be 
based on the theme of “Adver- 
tising’s Responsibilities in a Dy- 
namic Market.” Mr. Johnston will 
discuss “Challenges in a World of 
Propaganda.” 


Goodrich Sales Drop in ‘49 


B. F. Goodrich Co., Akron, re- 
ports that its sales were down 7.6% 
in 1949. The sales figure for 1949 
was $387,918,386, compared with 
$419,798,703 in 1948. Net income 
for 1949 was $20,935,738 and $23,- 
740,705 in 1948. 


Norton Promoted to V. P. 


Philip Norton Jr., sales manager 
of the Wisconsin Motor Corp., 
Milwaukee, manufacturer of in- 
ternal combustion engines, has 
been named a vice-president of 
the company. 
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AMERICA’S NO. 1 HOME FURNISHINGS BUSINESS PAPER, covering: 


FURNITURE & BEDDING - CURTAINS & DRAPERIES + FLOOR COVERINGS + 
UPHOLSTERY FABRICS + LAMPS & LIGHTING + HOUSEWARES + 


CHINA & GLASS + 
MAJOR APPLIANCES + 


GIFTS & DECORATIVE ACCESSORIES 
RADIOS, PHONOGRAPHS, RECORDS + TELEVISION 
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Baker Adds Two Accounts 

Jim Baker Associates, Mil- 
waukee, has been appointed to 
handle advertising for Simplicity 
Mfg. Co., Port Washington, Wis., 
manufacturer of garden tractors 
and implements, and Allen Ed- 
monds Shoe Corp., Belgium, Wis., 
maker of Allen Edwards shoes for 
men. The agency has resigned the 
account of Fisher Dairy and Cheese 
Co., Wapakoneta, O. 


R&R Signs for Nielsen Index 

Ruthrauff & Ryan has signed a 
two-year agreement for the nat- 
ional Nielsen Radio Index Class A 
service including the non-network 
feature. 


Rohrs Joins ‘Family Circle’ 

John C. Rohrs, formerly with 
Philco International and Newell- 
Emmett Co., has joined Family 
Circle Magazine as assistant pro- 
motion manager. 


Genuine GLOSSY PHOTOS 
Made from your photos, 
layouts or negatives. 
Other sizes and prices 
upon request. 

Send for sample and 
Complete price list. 


PROMPT DELIVERY 


James D. Woolf Talks... 


Salesense in Advertising 


Registered 


James D. 
Thompson 
ideas and 


While the 
the small 


successes. 


Advertising—in contrast with 
almost any other business or pro- 
fessional activity—is extraordinar- 
ily unique in one respect. I refer 
to the fact that, geographically 
speaking, so much of it is so dread- 
fully second-rate. 

In almost any village one can 
find a fairly satisfactory physician, 
dentist, mortician, garage me- 
chanic, house painter, carpenter, 
or lawyer. One of several possible 
exceptions to this reasonably high 
level of competence is, by and 
large, mine host, the restaurateur. 

But, outside of perhaps a score 
of our largest cities, really com- 
petent ad men, with rare excep- 
tions, are as scarce as really com- 
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Lawter’s LUVA- 
LITE ‘“‘black 
light” paint trans- 
forms convention- 
al signs and dis- 
plays into an 
entirely new con- 
cept of fluorescent 
color that glows 
and vibrates un- 


der black light. 


Across the Country...hundreds of 
LUVA-LITE painted bulletins illu- 
minated by constant 80-watt black 
light fixtures and blinking incandes- 
cents are giving outdoor advertising 
its first really new development in 
25 years. National and local adver- 
tisers, agencies, and sign companies 
now employ it for every type display 
from Point-of-Sale to giant Painted 
Bulletins. 

LUV A-LITE is Versatile. A full range 
of colors that can be brushed, silk- 
screened, sprayed, dipped, roller- 


Test LUVA-LITE Your- 
self on Idea Sketches 
Special! KIT 45 with LU- 
VA-LITE Watercolors— 
red, yellow, blue, white, 
green, orange—plus handy 
11” 6-watt black light. Cre- 
ates and demonstrates mini- 
ature fluorescent display. 
Also includes sample Bul- 
letin silk-screened in four 
glowing colors. 


Send your sketch today for LUVA-LITE Color Engineering, and also for 
on Lawter Series “C"’ 80-watt Black Light Fixture, and new KIT 45. Write today! 


LAWTER CHEMICALS, INC. — 


3554 TOUHY AVENUE 


UVA-LITE 


| BLACK LIGHT 
' FLUORESCENT : co 


Advertising’s 


TRADE MAREK 


coated to any clean white surface 
that takes oil-base paint. They then 
fluoresce brightly when properly il- 
luminated by black lights of from 
six to eighty watts each. 
Lawter COLOR ENGINEER 
SERVICE for You 

No cost or obligation—simply submit 
idea sketches and a Lawter COLOR 
ENGINEER will give you complete 
recommendations on color combina- 
tions and black-lighting. Learn about 
LUVA-LITE from the Lawter COL- 
OR ENGINEER, today! 


New Lawter Series “C” 
80-Watt Outdoor Black Light 
Important black light improve- 
ment. Gives off more light, prop- 
erly directed. Dual parabolic 
reflectors and 53% more filter 
) face area than Lawter B331 
= Series “A” Fixture. 
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CHICAGO 45, ILLINOIS 


Woolf, famed copywriter and 


former vice-president of J. Walter 


Company, is writing this 


monthly series of discussions on tested 


basic advertising principles. 
series is aimed primarily at 
business man who may be a 


neophyte at advertising, AA readers will 
find instruction and entertainment in the 
discussions and sidelights on advertising 


petent Kansas crossroads barbers. 
There is famine of ad talent in 
the hinterland. 


se It is a matter of record that ad- 
vertising agencies in cities as large 
as Kansas City, Cincinnati, Balti- 
more, Omaha, San Antonio, Dallas 
and Milwaukee suffer a frustrating 
ordeal trying to keep their offices 
staffed with truly able writers, 
artists and layout men. Not long 
ago I offered to secure for a friend 
a $15,000 job as a copy chief. in 
an agency in a certain midwestern 
city of about 600,000 population. 
He turned it down for an $11,000 
position with a lesser agency in 
New York—and I mean lesser, 

What, then, about cities like 
Cheyenne, Oshkosh, Johnstown, 
Amarillo, Fresno, Tulsa and Tuc- 
son? What about Greencastle, Kent, 
Santa Fe, Monterey, Madison and 
Fort Myers? And what about 
Podunk and Dairyville? 

Countless millions of dollars are 
wasted by countless thousands of 
business houses—many but not all 
of them retail stores—for what is 
alleged to be advertising. A large 
portion of this “advertising” is 
written by tyros pitifully untrained 
in what I sincerely believe to be 
a difficult art. 


ws Who are these amateurs? In 
many cases they are young men 
and women, barely out of high 
school or college, who comprise the 
so-called advertising service staff 
of local newspapers. Or, very often, 
they comprise the “advertising ser- 
vice department” of a local printer 
or engraver. If the local adver- 
tiser somehow escapes the services 
of these “experts,” it’s then a ten- 
to-one shot that he’ll fall into the 
clutches of a syndicated service. 
What is a “syndicated service”? 
Well, the syndicates sell canned 
copy and canned mats or electros— 
much of it supposedly humorous 
(but about as funny as a sick kit- 
ten) and most of it about as per- 
suasive and sales-making as Moon 
Mullins behind a Tiffany show- 
case. 


‘}m And then, of course, there are 


other ravenous appetites at the 
trough—book matches, calendars, 
sky-writing, pencils, blotters, little 
theater programs, amateurish mov- 
ie shorts, parade floats, plus 
“worthy causes” and “drives” too 
numerous to mention. I have no 
doubt that each of these sales tools 
performs a useful function in cer- 
tain situations, but they are seldom 
sold to or bought by the advertiser 
because they fit perfectly into a 
carefully thought-out program. 
But the worst crime against ad- 
vertising is committed, I think, by 
a host of newspapers in small 
towns, big towns, small cities and 
medium-big cities. Rarely are these 
papers staffed with even one in- 
dividual who possesses even an 
elementary grasp of what adver- 
tising is and how it works. What 
the publisher thirsts for is adver- 
tising revenue, and he concerns 
himself hardly at all about the 
sales effectiveness of the copy that 
is run. 


= Not long ago I saw the results of 
a survey, made by independent in- 
vestigators, among 75 retailers in 
a city of 45,000. Only seven or 


ible sales benefits from their ad- 
vertising. Why, then, did they ad- 
vertise? In most instances they 
bought space to support the two 
local newspapers because they felt 
it was their “civic duty,” or be- 
cause their competitors advertised 
or because it seemed the “thing to 
do.” 

I honestly believe that only a 
comparatively few small adver- 
tisers have the least understanding 
of the power of skillfully planned 
and written copy. Few of them are 
willing to pay for expert help when 
it is available locally, which is not 
often. Many newspapers shame- 
lessly prey on their innocence and 
ignorance, unblushingly and some- 
times cynically throwing together 
a warmed-over hash of boilerplate 
inanities, calling it advertising, and 
collecting the bill. I know of one 
instance where five local adver- 
tisers were permitted the same 
stock cut of Santa Claus in the 
same issue of their paper! 


s Can this situation be corrected? 
Perhaps, but I am not sure. All of 
the top-flight advertising trade 
journals devote themselves almost 
exclusively to national advertising. 
The same goes for most of the 
able books on advertising. One 
shining ray of hope, however, is 
the fact that many of the good 
trade papers in nearly every field 
of business are currently running 
two or three articles on advertising 
in every issue. 

One thing is certain: Advertis- 
ing has not yet earned .the stature 
in the field of small business that 
it can be made to deserve.. The 
large national advertisers can go 
far beyond what they are doing 
today—and so can their agencies. 
How about an ASLA—an Asso- 
ciation of Small Local Advertisers, 
the forgotten men of business? 


Brush-Moore Names Lyon 


Brush-Moore Newspapers, Can- 
ton, O., comprising a chain of seven 
papers in Ohio, has appointed S. 
Duane Lyon Inc., New York, to 
handle advertising. 


Street & Smith Names Ellis 


Street & Smith Publications, 
New York, has appointed Estelle 
Ellis, formerly promotion direc- 
tor of Seventeen, as promotion di- 
rector of Charm. 


Harrigan Joins ‘Collier's’ 


John F. Harrigan has been 
named advertising representative 
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Ice Industry to 
Stress Different 
Uses in ‘50 Drive 

WASHINGTON—The National As 
sociation of Ice Industries will ug 
full-color pages in Better Homes} 
Gardens, Ladies’ Home Journal, 
Life and The Saturday Evening 
Post for the bulk of ifs nationg 
ad campaign in 1950, according ty 
F, X. Timmons, advertising ang 
publicity director of the assog. 
ation. Another women’s servig 
magazine may be added later, 
said. First insertion is set for th 
Post on April 22. 

A national survey last year ¢ 
mechanical refrigerator owners re. 
vealed that about half of them buy 
ice for parties and picnics, so a 
good portion of the ads will pro- 
mote purchase of extra ice cubes 
from local ice companies. Each 
ad will stress a single ice use— 
ice picnic chests, table use for 
glamorizing food, party ice, and 
urging housewives to look for 
fresh produce on ice at local stores, 


a A new feature of the associ- 
ation’s program will be use of the 
Thrilling Fiction Group and Popu- 
lar Fiction Group, in the hope of 
reaching a mass audience in an 
income class more likely to in- 
clude ice refrigerator prospects. 
These full page b&w ads will fea- 
ture advantages of ice refrigeration 
in the home. 

Nine grocery trade publications 
will be used to promote icing of 
produce. Part of this program will 
tie in with the national campaign 
of a meat and poultry company, 
Ads also will appear in the Club- 
woman, Grade Teacher and home 
economics publications. 

Donahue & Coe Inc., New York, 
is the agency. 


Two Name Esmond Agency 


Lawrence Esmond Advertising 
Corp., New York, has been ap- 
pointed to handle advertising for 
Modern Tours Inc. and Berman 
Shipping Co., New York. Newspa- 
pers, magazines and outdoor post- 
ers will be used. 


Container Corp.'s Net Drops 


Container Corp. of America, Chi- 
cago, in its annual report shows 
consolidated net earnings of $8,- 
777,328 for 1949, as compared to 
$10,424,593 for 1948. Sales for 1949 
were listed at $114,770,627 and 


for Collier’s in its Detroit office. 


$131,056,327 for 1948. 


for you. 


SPECIALISTS 
IN 
COLOR PROCESS 
PLATES 


eight of them admitted to any vis- 


Notice the wonderful way 


your thumbs and first two fingers work 
They're perfect helpers. Faithorn 3-in-l 
service works like that in the production of your advertis- 
ing. It unifies and synchronizes the skilled actions of producing fine 
Typesetting, Engraving and Printing. It keeps production thumbs and 
fingers where they belong — together. Try Faithorn 3-in-1 service once 
and you'll know it’s a mighty satisfying rule of thumbs (and fingers) for 
you. Write—or phone WHitehall 4-2300, and a representative will call. 


FAITHORN is the ONLY concern in Chicago 
that offers advertisers this COMPLETE SERVICE... 
a definite saving of TIME, TROUBLE and MONEY. 
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three years, advertisers desiring to 
puy television time will be limited 
to slightly more than 100 stations 
in about 60 markets. 

Speakers at the National Tele- 
yision Conference here last week 
pointed out that no matter when 
the television “freeze” is lifted, 


— 


TV Conference 


land regardless of how the Fed- 
buy feral Communications Commission 
so a [decides the color television ques- 
pro. jtion, it will be two or three years 
bes before any appreciable number 
Sach jof new TV stations begin telecast- 


se— 8. 


for general 


Harry Bannister, 


ang Jmanager of Station WWJ-TV, 
for troit, put it: “The TV battle- 
res, jground is isolated. The 58 markets 


which television stations now 


.S. population and do two-thirds 
f the retail business.” 

At the present time, he’ con- 
inued, there are about 100 stations 
mn the air. Another eight have 
en authorized and are under 
onstruction. And by late 1951, 
hen “post-freeze” stations begin 
o make their appearance, the 
ndustry may have as many as 
4,000,000 sets in operation in 58 or 
0 markets. 


Martin Codel, editor of Televi- 
sion Digest, last Tuesday declared: 
“For the rest of this year, I can 
assure you there won’t be any 
rk, |more than...109 stations. 

“Next year,” said Mr. Codel, 
“assuming completion of the allo- 
cation hearings, which are yet to 
begin and which alone can bring 


- about an end to the freeze, may- 
for |be there will be a few more TV 
an |joutlets in new and non-competi- 


a- |tive areas. But there won't be 
st- |very many more, for the preferred 
channels are few and the ap- 
plicants will be many, at least in 
the larger markets. 
“ms “Color likewise will be slow to 
vs j|get under way, regardless of how 
,- |the FCC decides the current pro- 
to j|ceedings in Washington,” he con- 
. tinued. 


“Why? First, for the reason that 
almost no one in the deficit-ridden 
—  |telecasting industry can really af- 
ford to broadcast any color system 
now on any substantial scale. 
“Secondly, even if it were per- 
fected and ready and acceptable, 
color would come slowly because 
new sets would have to be pur- 
chased, or gadgets attached to ex- 
isting sets in order to receive it— 
quite aside from the new appara- 
tus and new techniques required 
' Jat the transmitting end. 


s “Look at it this way, too,” said 
Mr. Codel. “Assuming the CBS 
system were adopted and adapters 
and converters and new sets did 
come along, would the telecasters 
be willing to sacrifice their mono- 
chrome audiences every time they 
put an incompatible color show on 
the air? 

“We sounded them out, in a 
recent survey of our own. The 
answer was a virtually unanimous 
‘No. But could the FCC force 
them to broadcast CBS color? 
Conceivably—but I doubt very 
much whether it would, not while 
a compatible system is in the 
works. 

“Investments in colorcasting and 
commercial benefits from color 
will come only when there are 
enough color sets, in proportion to 
the whole, to make color programs 
worth the advertisers’ while. Any 
Way you look at it, that seems to 
be a long way off.” 
| Although the Columbia Broad- 
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Freeze or No, TV Is Frozen’ to 60 
Cities and No Color for 2-3 Years 


Cuicaco—For the next two or|casting System was not represent- 


ed in person at the discussion, 
Frank Stanton, CBS president, sent 
a statement to the television con- 
ference, which read, in part: “Col- 
or television is already an accomp- 
lished fact, irrespective of the 
outcome of this [FCC] hearing.” 


s He argued that it is in the pub- 
lic interest to establish a system 
of color TV promptly; that if a 
transition period and modifica- 
tions are required, the time to 
make the change is now, while the 
number of receivers is small. 

“The sooner color comes,” said 
Mr. Stanton, “the more rapidly 
will television become stabilized 
and economically self-sufficient.” 

Three additional aspects of tele- 
vision’s future were discussed at 
the Wednesday meeting of the 
conference. They were: Trends in 
television films; Phonevision, and 
theater television. 

Russ Johnston, vice-president of 
Jerry Fairbanks Inc., described his 
company’s new Multicam process 
(AA, Dec. 26, 49). Mr. Johnston 
argued that eventually advertisers 
are going to measure television’s 
effectiveness on a cost basis. 

Programs requiring live release 
and the use of the coaxial cable, 
he said, eventually must pay their 
way. For other programs, filming 
provides several advantages: 


a 1. Elimination of coaxial cable 
costs. 

2. Mass production of shows— 
shooting several programs at one 
time on a set at a time convenient 
for talent. 

3. Lower cost per program, since 
each film could be repeated an- 
nually as the number of TV sets 
increase. 

4. Elimination of “repeats” of 
live shows because of time zone 
differentials—after the cable con- 
nects both coasts. 

5. Flexibility in buying markets 
and time availabilities. 

6. Better quality than kinescope 
programming—“Will kinescope 
quality be acceptable to a sophisti- 
cated audience in two or three 
years?” 


a H.C. Bonfig, vice-president, Ze- 
nith Radio Corp., described the 
FCC-approved test of Phonevision 
in Chicago (AA, Feb. 13). 

Speaking on the general: sub- 
ject of theater television, R. H. 
O’Brien, secretary-treasurer of 
United Paramount Theaters Inc., 
optimistically predicted that the 
novelty of home television is 
wearing off and people soon will 
turn. to theaters again for enter- 
tainment. 

Theater television, he explained, 
will offer the public many new 
features but, he added, the motion 
picture still will be relied upon as 
the main attraction on the pro- 
gram. 


Worthington Ups Production 


Worthington Pump & Machinery 
Corp., Harrison, N. J., has in- 
creased its air conditioning and 
refrigeration dealer list 20% over 
what it was a year ago, and plans 
a 40% total increase in its 1950 
production, C. E. Wilson, vice- 
president, announced at the com- 
pany’s annual sales conference in 
New York last week. Three new 
products will be introduced this 
year. They are a room cooler for 
multiple buildings, a central sys- 
tem air cooler unit, and “pack- 
aged” units of 7%, 20 and 25-ton 
capacity. 


CBS-TV Names Connolly 

Thomas D. Connolly has been 
appointed manager of TV program 
sales for CBS, New York. He for- 
merly held the same post for CBS 
radio. 


NEW PRODUCT, NEW PACKAGE—Armour Soap Works has re- 
entered the household packaged cleanser field with this brightly 
designed package that will be sold under the Armour label. The 
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Senate Committee 
Prepares Data for 
Fight over Rates 


WaASHINGTON—Members of the 
Senate post office committee began 
preparations last week for their 
showdown fight on legislation in- 
creasing postage rates on business 
classes of mail by 35% to 100%. 

The rate legislation, already ap- 
proved by the House, was dis- 
cussed informally at a closed com- 
mittee meeting Tuesday. Several 
members are insisting that mail 
users have an additional oppor- 
tunity to appeal, before the legis- 
lation is reported to the Senate. 


a At Tuesday’s meeting, commit- 
tee members studied a staff analy- 
sis highlighting the conflicts be- 
tween the $132,000,000 rate bill 
passed by the House last month 
(HR. 2945) and the $102,000,000 
increase reported by the Senate 
committee last fall (S. 1103). 

The Senate bill, subsequently 
recalled for further study, is less 
drastic in its treatment of pub- 
lishers’ second class and parcel 
post. Both bills call for a 1%¢ 
rate on bulk third class mail, and 
a 2¢ postcard. 

The Senate committee’s staff 
analysis reports that protests are 
pouring in from publishers and 
parcel post users. Many of the 
publishers are complaining about 
a provision giving preferential 
treatment to small weekly and 
daily newspapers. Publishers of 
“community newspapers” are ask- 
ing for a “simplified” rate struc- 
ture. 


a In its analysis, the Senate com- 
mittee staff reported that 20 big 
newspapers and magazines pay 
43% of the $40,000,000 collected by 


the Post Office Department from 
the 14,000 second class mail users. 

The “big 20” includes 18 maga- 
zines (three of the farm journals) 
and two metropolitan newspapers, 
controlled by 10 organizations. 
Nine of the largest are controlled 
by three corporations. 

On the basis of increased vol- 
ume, the bill passed by the House 
last month would probably yield 
$153,000,000 instead of $132,000,000, 
the report said. 

According to committee sources, 
hearings, if any, would not be 
held until late this month or early 
April. 


Byrd ‘Affronted’ 
by Appointment of 
Hutchinson to FTC 


WASHINGTON—A “liberal” Vir- 
ginia Democrat was named to the 
Federal Trade Commission last 
week in a direct administration 
affront to Sen. Harry Byrd (D., 
Va.). 

At the end of the week it was 
still uncertain whether the rule 
of senatorial courtesy would be 
invoked by Senator Byrd’s friends, 
against the nomi Martin A. 
Hutchinson, 57, Richmond attor- 
ney. 

If approved, Mr. Hutchinson 
will be the third new FTC member 
in less than a year. It will give 
FTC a “full house” for the first 
time in many months. 

Mr. Hutchinson is a former sec- 
retary of the Democratic state 
central committee. In the 1946 
Virginia primary, he was the anti- 
Byrd candidate, running as “a 
liberal, independent Democrat.” 

He was appointed to a vacancy 
created by the death of the late 
Ewin L. Davis. The term expires 
in September, 1953. 


Pulse Inc. Radio Ratings 


For Jan. 3-9, Feb. 1-7, in New York, Phila- 
delphia, Boston, Chicago, Cincinnati, Wash- 
ington, Los Angeles, San Francisco. 


Top Evening Shows 


Jack Benny (Lucky Strike, CBS)........... 21.9 Edgar Bergen (Coca-Cola, CBS)............ 14.3 
Re CS Cn nk 006.000806600 5000006 17.3| Bob Hope (Lever Bros., NBC)............ 13.9 
Walter Winchell (Richard Hudnut, ABC)... .14.9| Godfrey’s Talent Scouts (Lipton, CBS)...... 13.8 
Amos 'n’ Andy (Rinso, CBS).............. 14.6 | My Friend Irma (Pepsodent, CBS).......... 13.0 
Fibber & Molly (Johnson's wax, NBC)...... 14.6 | Groucho Marx (DeSoto-Plymouth, CBS)..... 12.1 
Top Daytime Shows 
Arthur Godfrey (Wildroot, Toni, Gold Seal, Big Sister (P&G, CBS).........-....-05- 7.2 
National Biscuit, Chesterfield, CBS) ...... 9.9 | Helen Trent (Whitehall, CBS)............. 7.7 
Rosemary (lvory, CBS)..........--..+0+- .0 | Wendy Warren (General Foods, CBS)...... 75 
Grand Slam (Continental Baking, CBS)...... 7.9 | Aunt Jenny (Spry, CBS)..........-..0.005 75 
Our Gal, Sunday (Anacin, CBS)........... 7.9 | Guiding Light (Duz, CBS)................ 7.2 
Ma Perkins (Oxydol, CBS)................ 78 


Pulse Inc. Top Television Shows 


Feb. 1-7, in New York, Philadelphia, Boston, 
Chicago, Cincinnati, Washington, Los Angeles 
and Cleveland. 


Ten Evening Leaders 


67 


~ _ 


ee <a, , 
a UR 
* Saneneet ARMOU! 


ARMOUF BL 
m PeOusewo! 


LEANSER 


¥ 


three-can package at left is now being tested in selected markets, 
its advertising so far confined to co-op space. Designer R. S. 
Dickens put the regular Armour logotype on this product. 


Armour Introduces 
Household Cleanser 
in Trial Markets 


Cuicaco—Armour Soap Works 
has entered the scouring powder 
field in test markets with its new 
product, Armour Household Clean- 
ser. An introductory offer of three 
cans for the price of two, plus 1¢, 
is being made. Single cans will be 
priced slightly under the top 
priced brands on the market. The 
Armour & Co. division also manu- 
factures Lighthouse cleanser, no 
longer sold through retail chan- 
nels. 

No Armour advertising is being 
used at present, and future ad 
plans will be based on results 
achieved in test markets. Local 
dealer advertising in these areas 
has been done on a cooperative 
per-case allowance basis. 


# This is the first time an Armour 
Soap Works product has borne 
the Armour name, instead of a 
brand name (like Dial or Chiffon). 

A uniquely designed “can band” 
is used to hold together the three 
cans offered in the introductory 
sale. It provides display space for 
the special 1¢ offer, while still 
leaving half the surface of each 
of the two end cans to aid in prod- 
uct identification. 

Another packaging innovation is 
the lithographing of the top and 
bottom of the cans in the same yel- 
low color that predominates on the 
label. Purpose of this is not only to 
attract the consumer’s attention, 
but to provide a more colorful con- 
tainer for the home. Can band and 
container were designed by R. S. 
Dickens, Chicago, and are made by 
Container Corporation of America. 
Dickens has done design work on 
Dial and other Armour products. 

Foote, Cone & Belding here is 
the agency. 


Chicago Business Paper 
Salesmen to Form Club 

An organizational meeting of 
The t.f. Club of Chicago has been 
ceclled for noon Monday, March 
20, at L’Aiglon Restaurant, 22 E. 
Ontario St. All advertising sales- 
men of business papers are invited 
to attend. The organization will be 
“an independent organization of, 
by and for the sales representatives 
for mutual personal benefit and the 
advancement of more constructive 
and profitable selling of business 
paper advertising.” 

Walther Buchen, president, Bu- 
chen Co., and William A. Mar- 
steller, vice-president, Rockwell 
Mfg. Co., have agreed to serve as 
co-chairmen of the organization 
meeting. 


Spears Named Jelke V. P. 
Robert G. Spears, for the past 
seven years product manager of 
Standard Brands in charge of the 
grocery margarine division, has 


Texaco Star Theater (NBC)............... 57.3 Stop the Music (Admiral, Old Gold, ABC). . .33.2 - “ rn 
Toast of the Town (Lincoln-Mercury, CBS). .42.0| Fireside Theater (Procter & Gamble, NBC). ..33.0 been appointed vice-president and 
ow a Ewer ere g OS oy es th ag | er 23 general manager of the Jelke Good 
rey ai is Friends s . + +28. ra ater 2 ‘9/ Luck Products division of Lever 
Goldbergs (Sanka, CBS).............-00-- 33.7 | Suspense (Auto-Lite, CBS)................ 2.1 Brothers Co., New York. He joined 
t Lea Standard Brands in 1943 after it 
Multi-Weekly ders acquired the Standard Margarine 
Howdy Doody (Colgate, International Shoe, RES serene Peer eres ery 15.2| Co., Indianapolis, of which he was 

Mars, Ovaltine, NBC)..........--seeeee 21.0 | Small Fry (Co-op, DuMont).............. 14.3 | vine. ‘ 
quit Wee then. bulanlh 30002: 175 | Camel News Caravan (NBC)............... 13.9| Vice-president and general man- 
Kukla, Fran & Ollie, (RCA, Ford, Sealtest, | Lucky Pup (Ipana, Sundial Shoes, CBS)....12.6ager. 
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Rising Inventories 
Plague Whisky Makers 


(Continued from Page 1) 
and wholesaler salesmen. For in- 
stance, there is William Jameson 
& Co.’s buildup for a month’s ad 
drive on which $100,000 is to be 
spent (AA, Feb. 27). 


a The inventory situation is even 
more serious, primarily because 
it poises a new kind of trade trou- 
ble over the industry—the price- 
and-quality war. 

Price wars are nothing new in 
the liquor business, and in the 
early °30s, before fair trade was 
established, city after city was 
rocked by them. Fair trade, and 
the war—with whisky scarcity— 
enabled the distillers to put an end 
to price feuding. But in state after 
state, liquor has had fair trade 
trouble. 

In New York, the kingpin liquor 
market, mandatory fair trade went 
out the window. Uneasy price 
maintenance is still in force, but 
the distillers are doing the enforc- 
ing, not the State Liquor Author- 
ity. And some distillers think other 
distillers aren’t being very cir- 
cumspect about enjoining retailers 
who cut price. 


gs The price-and-quality war will 
come this way: Straight whiskies, 
and blends with high straight 
whisky content, will come on the 
market at blend price. Last fall 
Publicker shot two new four-year- 
old straights, Old Treasure and 
Old Classic, on the market at $4.05 


SIGNS OF LONG LIFE’ 
FOR QUANTITY BUYERS 


THE ARTKRAFT* SIGN CO. 
Division of 


Artkreft® 
900 Kibby $t., Lima, U.S.A. 


“Tretemers toy U § Pos OF 


a fifth (in New York), which is 
the “A” blend price bracket. The 
retailers, and the distillers, will 
tell this story: “It costs the same— 
or less—and there’s more and bet- 
ter whisky in it.” 

The inventories pose a consider- 
able problem to the industry. The 
feeling is that if the distillers can 
sell a reasonable amount at the 
prices they want to get, fine. But 
if they have to drive the prices 
lower and lower in order to sell 
their whisky, then the industry is 
in for a rat race. 


s Further, almost everyone in the 
liquor business now has all the 
inventory he needs, and this may 
prove a major problem for those 
companies which have, tradition- 
ally, sold bulk whiskies to the 
other distillers. 

In other words, a distiller was 
formerly able to dispose of whisky 
stock by selling it to other distil- 
lers to be marketed under their 
labels in the event he wasn’t sell- 
ing enough of his own brands to 
satisfy him. Or, he could bottle 
private labels, but these died dur- 
ing the war. He could always turn 
his whisky into cash. The sus- 
picion in the industry is that this 
is not true in 1950, and certainly 
won’t be true in 1951. And it could 
be disastrous. 

For the past two years, the mar- 
keting question of the industry has 
been what inroads straight whis- 
kies and bonds would make on the 
blend market. Blends were popu- 
lar before the war, when they ac- 
counted for 30.5% of all U. S. bot- 
tling, and the war—plus terrific 
advertising—pushed them ahead 
until, in 1948, 87% of U. S. bottl- 
ing was blended whisky. 


a In i949, on the other hand, 


ARE YOU 


SELLING 


IN HANNIBALAND? 


(38 counties surrounding Hannibal, Quincy and Keokuk) 


...and brother, if you are, 
you know that what is 
spent ain’t hay! 


No sir, because most of the 
people in Hannibaland live in 
the rich rural areas surrounding 
Hannibal, Quincy and Keokuk. 
(Population of Hannibaland is 
61% rural and 39% urban.) 
These are the people who have 
most of the money and who spend 
the most. These are the people 
who listen most to KHMO. 


So mister, if you want to sell in 
this large, rich area—you’ll get 
an extra plus and results with 
KHMO. For the right pitch at 
this market see your nearest 
Pearson office or write KHMO, 
Hannibal, Mo. 


Representative 


John E. Pearson Co. 


1070 ke. 


MUTUAL NETWORK 
5000 Watts 


1000 at night 


General Manager 
Wayne Cribb, Hannibal, Mo. 


Chart I: Leading Brands of Whiskies in 1949 


17 STATE STORES AND 10 OPEN STATES 


POS. BRAND DISTILLER 
Total Whisky Market 
1. 7 Crown 
2. Schenley Reserve Schenley 
3. Reserve Calvert 
4. Walker's Imperial H. Walker 
5. Corby’s Reserve Barclay 
6. P.M. DeLuxe National 
3 Cream of Kentucky Schenley 
8. Four Roses Frankfort 
9. Old Sunny Brook National 
10. | Jones rankfort 
ll. White Seal Calvert 
12. Old Guckenheimer American 
13. Hill & Hill National 
14. P&T Reserve Park & Til. 
15. Old Thompson Glenmore 
16. ‘Fleisch. Pref'd Fleischmann 
17. Hunter Frankf 
18. Vz.0. Seagram 
19. Wm. Penn G&w 
20. Golden Wedding Schenley 
21. Canadian Club H. Walker 
22. 3 Feathers Res. Schenley 
23. Century Club National 
24. Partner's Choice National 
25. Philadelphia Continental 
All Others 


26,081,145 100.00 
4,420,122 16.95 
1,909,988 7.32 
1,628,908 6.25 
1,322,159 5.07 
1,142,305 4.38 

820,068 3.14 
772,536 2.96 
738,004 2.83 
699,067 2.68 
537,829 2.06 
472,050 1.81 
410,904 1.58 
384,473 1.47 
344,980 1.32 
340,627 1.31 
317,251 1.22 
308.661 1.18 
298,900 1.15 
289,036 111. 
267,296 1.02 
244,450 0.94 
244,030 0.94 
222,620 0.85 
213,494 0.82 
200,603 0.77 
7,530,784 28.87 


blended whiskies accounted for 
only 81.1% while straight whiskies 
moved up to 18.9% of the 140,032,- 
345 gallons bottled in the U. S. 
Total whisky bottling declined 
1.3% in 1949. Most of the straights 
bottled were bourbon. 

The U. S. Department of Com- 
merce figures that sales declined 
about 1% in 1949, too. Wine sales 
rose 12% last year. 

Sales figures for the industry 
are deceptive. The tax rate on 
whisky has led to ballooning 
prices, so that gross income of dis- 
tillers is apt to be misleading. Case 
sales—corresponding to unit vol- 
ume in any other business—are 
more indicative. 


s Much depends on the companies’ 
selling philosophies. 


Seagram, biggest factor in the 
industry (it accounts for nearly | 
one-third of total U. S. whisky 


28, °49). Seagram’s Seven Crown 
is still the kingpin in the 17 mono- 
poly states and the ten open states 
that keep strict brand sales records 
for inspection. 

In these 27 states, which account 
for more than 45% of total whisky 
consumption, spirit blends ac- 
counted for 22 of the top 25 brands 
(Chart I), and the top 17 brands 
were blends. 

It also is worth noting that sev- 
en of the top brands are Sea- 
gram’s. Seven Crown has declined 
somewhat (observers are guessing 
privately that the case sales of all 
Seagram products may be off 6% 
in the current fiscal year), but 
it is still far and away the national 
leader. 


mw The evidence of 1949 hardly 
bears out the oft-repeated notion 
that the bonds and straights will 
dominate the whisky market. 


Chart II: Leading Companies in 10 Open States 


Position Distiller 1947 1948 1 
Totals Cases % of L of ¢ 
Dist. Spts. Dist. Spts. Dist. Spts. 
Total Distilled Spirits *11,572,167 100.00 9,898,711 100.00 10,222,922 100.00 
1. Seagram 3,500,253 30.25 3,150,371 31.83 2,845,951 27.84 
2. National 2,251,319 19.45 1,894,226 19.13 2,023,918 19.80 
3. Schenley 211,306 19.11 1,728,342 17.46 1,837,243 17.97 
4. Hiram Walker 747,640 6.46 566,222 5.72 572,830 5.60 
5. American 37,264 2.05 404,392 4.08 555,181 5.43 
6. Glenmore 338,205 2.92 266,703 2.69 301,182 2.95 
, 4 Brown Forman 279,482 2.42 212,906 2.15 2.45 
8. Fleischmann 202,200 1.75 210,672 2.13 247,383 2.42 
*Totals including several more than first eight listed above. 


sales), has stacked its chips on 
blends. Schenley has both blends 
and straights, and “richer” blends 
(hence the back-label campaign, 
—no longer used—which was 
aimed at getting customers to in- 
spect the mixture). It also has a 
long list of wines and cordials. 

National Distillers has both 
blends and straights, but in its 
straights and bonds has_ such 
brands of distinction as Old Grand 
Dad and Old Taylor, which com- 
mand a premium price (above $7 
a fifth in New York). These brands 
are reflected in National’s sales, 
which gained 3% in 1949, although 
it was largely due to gin, cordials 
and wines. 

Hiram Walker, last of the Big 
Four, has blends, straights, and 
Canadian Club, a Canadian blend, 
and the top “B” blend brand 
(Walker Imperial). 


= Most of the industry’s present 
uneasiness comes from fear of the 
future. Last year the Big Four did 
well, as far as sales go. Seagram 
and Walker did better than in 
1946. 

Here are the sales records of the 
Big Four from 1946 through 1949 
in thousands of dollars: 


1949 1948 1947 
Seagram $726,949 $738,041 $618,135 $477,472 
Schenley 461,852 459,784 547,563 634,867 
National 362,408 351,569 395,376 450,280 
Walker 294,113 310,254 294,577 266,846 


These, it must be noted, are 
over-all sales figures, covering a 
wide range of products, not just 
whisky. Seagram sales are all 
liquor. 


a In whisky, the ranking is much 
as it was a year ago (AA, March 


In Chart II, the ranking of the| 


ten top distilling compariies in the 
ten open states is shown. Note that 
National came back in 1949, as did 
Walker and Schenley. The Sea- 
gram companies (Seagram, Cal- 
vert and Frankfort) togéther have 
28% of sales, and lead. 


e Another significant change in 
whisky marketing, completely 
aside from composition of the li- 
quor, has occurred in price brack- 
ets. 

In 1940, the “C” price class—of 
which Kessler was the leading 
seller—accounted for nearly 70% 
of the whisky sales in the mono- 
poly state stores. By 1943, this 
class accounted for less than 15%, 
with the “B” brands (like Imper- 
ial) accounting for 40%, the “A” 
price class about 30%. By 1949, 
the old “C” price class accounted 
for only about 1.5% of the sales 
in these states, the “B” price class 
for about 38.8%, and the “A” price 
class (Seven Crown, et al.) 46.9%, 
and the remainder (12.8%) ac- 
counted for by Canadian, straights, 


Advertising Age, March 13, 1g 
bonds and upper-price blends, 


= Many of the companies have mm 
vived and tested the lower 
blends, playing them in individgg 
markets to see what their potem 
tial is. Still others have revived) 
blend and are holding it in 

ness in the event of a price wam 
when it will be used to undengy 
competition. F 

If the liquor market 

as firmly as in 1949, the compe 
tive picture will be relatj 
stable. But if the market 
again, or if some distiller loom 
a flood of cheap aged whisky, the 
salesmen say, the war will be @ 


No Radio Being Used in 
Electric Association Drive 

The Electric Association’s 1}. 
week campaign to familiarize regj. 
dents of the Chicago area with the 
advantages of electric cooking 


Adve 


(AA, Feb. 20) is using newspapers, 
TV, outdoor, car cards and point of 
sale, but no radio, as was errone. 
ously stated. Also, the Clint Youle 
“Weatherman” shows on TV, algo 
sponsored by the association, ar 
not considered part of the electric 
range drive, but are beamed pri- 
marily to appliance dealers, in an 
effort to familiarize them with all 
types of appliances. 

Opening ad in the campaign was 
a two-color page in the Chicago 
Tribune, with other newspaper ad- 
vertising consisting of 10 b&w 
pages in all four dailies. On TV, 


32 spots are being used each week ffi 


for 13 weeks on all four Chicago 
stations, and other promotion in- 
cludes 160 24-sheet posters and 
8,000 car cards. J. R. Pershall Co. 
is the agency. 


Boardman and Kimball 
Appointed by Ferguson 


Norman H. Boardman has been js 


appointed manager of industrial 
sales of Harry Ferguson Inc., De- 
troit, manufacturer of tractors 
and farm implements. He recently 
joined the Ferguson organization 
after having served for several 


.| years in the engine sales division 


of Continental Motors. 

Wiltiam Kimball has been named 
supervisor of tractor and imple- 
ment distribution in the United 


States and Canada. Mr. Kimball . 


joined the company in 1945 and 
has served as assistant regional 
manager and held other positions 
dealing directly with the com- 
pany’s distributors and dealers. 


McKelvy Co. Names Magee 
as Seaforth Sales Manager 


Alfred D. Mc- 
Kelvy Co., New 
York, manufac- 
turer of Seaforth 
toiletries, has ap- 
pointed Walter 
B. Magee, who 
joined the com- 
pany last August 
as assistant to the 
president, as 
sales manager. 

Mr. Magee for- 
merly was with 
L. Bamberger & Co. as a buyer be- 
fore joining the McKelvy Co. 


KFI-TV Resumes P. M. Hours 


KFI-TV, Los Angeles, now an 
all-daytime station, will resume 
evening operation within the next 
few weeks. The evening basic hour 
rate will be $300; one-minute an- 
nouncements will be $52.50; parti- 
cipations will be $60. Present day- 
time rates of $210 per hour with 
$35 rates for one minute or less, 
and $40 participation, will remain 
unchanged. 


Walter Magee 


Photostats 


FOR ADVERTISING 


410 N. MICHIGAN AVE. 


540 N. MICHIGAN AVE. 
185 N. WABASH AVE. 
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Advertising Age, March 13, 1950 


0088s 
the, j PREVIEW—Frances Raftery, vice-president 
of Ellington & Co., New York, points out 
a high spot in a new Celanese Corp. 
slide film for Albert S. Dempewolff 
(right), Celanese ad director, and Ri- 
chard Adler of the company’s adver- 
tising department. The film, about rayon 
yarns and textiles, is available for 
showing to department store personnel. 


mall Publishers 
orm to Fight 
ostal Hike 


cago New YorK—A survey of about 
ad. $900 smaller publishers will get 
b&w mnder way within the next few 

TV,fays in an effort to gather sta- 
veek Jistics to prove to the Senate post 
cago bffice committee that the 50% in- 
rease in magazine rates, included 
pending postal legislation, will 
‘Beriously injure large numbers of 
mall and medium-size publica- 
ions. 

The survey, handled by J. 
<. Lasser & Co., public accountant, 
een is for the Emergency Committee 
vial of the Smaller Magazine Publi- 
teal shers, a group organized here last 
ntly week “to work for a reasonable 
ion @djustment in second-class mail 
eral rates, which will permit the small- 
sion er and medium-size magazine 
publishers to survive.” 


ctric 
n an 
h all 


was 


ned 
le- s In a covering letter, the com- 
<_< mittee warns that the proposed 
a increases in second-class rates, al- 

j Teady passed by the House, are a 
ons “life or death” matter for many 
m- smaller publishers. 

The group warns that members 
of Congress considering second- 
class rates think of the multi-mil- 
lion circulation magazines. “But 
they do not realize that there are 
more than 14,000 magazines which 
use second-class mail and all but 
less than 100 of these are 

small and medium-size. Many of 
the more than 13,900 small and 
medium-size magazines are now 
just about breaking even or 
making a modest profit,” the com- 
mittee wrote. 


a In its letter, the committee says 
that it recognizes that post office 


€- fexpense will probably never re- 
turn to prewar levels. It says it 
wants to work out with the Post 
Office Department and the Con- 
an j gress a schedule of second-class 
né frates “which retains the funda- 
- mental principle of the preferen- 


tial second-class rates in the light 
of postwar costs.” 

At an organizing meeting here 
th | Wednesday, the group elected a 
s, | Planning committee consisting of 
in | David Frederick, publisher, Har- 
per’s Magazine; William R. Pel- 
— | kus, treasurer, Modern Industry; 
G. D. Crain Jr., publisher, Ap- 
VERTISING AGE, Hospital Manage- 
ment and Industrial Marketing; 
Arthur Kalmbach, publisher, 
Model Railroader, and Daniel 
Mebane, treasurer, Antiques. 


GMC Goes to Kudner Agency 
Kudner Agency has been ap- 
1 Pointed to handle advertising of 

the General Motors Truck & Coach 
division of General Motors Corp., 
Pontiac, Mich. D. P. Brother & Co. 
formerly handled the account. 
Both agencies handle other GM 
accounts. 


Crowell-Collier Promotes 
Seymour and Alexander 

Crowell-Collier Publishing Co., 
New York, has appointed E. P. 
Seymour, formerly advertising 
manager of Woman’s Home Com- 
panion, as advertising director of 
the company to head advertising 
sales for all Crowell-Collier pub- 
lications. Mr. Seymour succeeds 
T. L. Brantly, who has become 
vice-president in charge of sales. 

R. B. Alexander, previously east- 
ern advertising manager of Wo- 
man’s Home Companion, has suc- 
ceeded Mr. Seymour as advertising 
manager. Earle Truax, who has 
been on the sales staff of the Com- 
panion, will assume Mr. Alexan- 
der’s former post as eastern ad- 
vertising manager. 


Cancer Drive Set for April 


American Cancer Society will| | 


conduct its annual drive for funds 
in April (Cancer Control Month), 
May and June. The society has 
prepared a series of ads for the 
drive and is offering electrotypes 
and reproduction proofs of the ads 
free to publications. 


Tropic-Aire Names Two 

Joseph M. Sills has been named 
executive vice-president and Carl 
W. Vaicek has been appointed gen- 
eral sales manager of Tropic-Aire 


Inc., Chicago, manufacturer of;formerly assistant general man- 
automobile heaters, bus seats, bus/ ager of maintenance of the Grey- 
air-conditioning equipment and/hound Lines. Mr. Vaicek was for- 
allied products, and subsidiary of|merly vice-president in charge of 
Greyhound Corp. Mr. Sills was} sales of Greyvan Lines. ‘ 
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> 1900 * THE MIRACLE OF AMERICA *& 1950 = 


a 


freedom and J roqress 


It’s no stretch of the imagination, rather, robust realism to call our past half 
century a Miracle—U.S.A. 

America has set an amazing record of progress in 50 years — but a moment in 
the history of civilization. A record unequalled by any other political or economic 
system. 

Merely by broad brush strokes, we can all visualize this miracle. Remember the 
crystal set, the hand-cranked car, the biplane? A far cry from our FM radio, tele- 
vision, hydro-matic drive and supersonic planes. 

And here’s another phase of the miracle that went hand-in-hand with these and 
the myriad of intertwined technological advances — ranging from the radio telephone 
and Bakelite to the X-ray tube and teletype . . . and to atomic energy and its un- 
told potentialities. 


x 
* 


Since 1900 we have increased our supply of machine power 444 times. 


Since 1900 we have more than doubled the output each of us produces for 
every hour we work. 

Since 1900 we have increased our annual income from less than $2400 per 
household to about $4000 (in dollars of the same purchasing power), yet... 


Since 1900 we have cut 18 hours from our average work week —equivalent to 
two present average workdays. ~ 


* 
* 


How did we do it? The basic cause for this composite miracle has been the 
release of human energy through FREEDOM, COMPETITION and OPPORTU- 
NITY. And one of the most important results is the fact that more people are able 
to enjoy the products of this free energy than in any other system the world has 
ever known. 


THIS IS THE MIRACLE OF AMERICA . 


. . it’s only beginning to unfold. 


Published in the public interest by: 
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85% of Dealers Tie 
in with Culligan 
Spread in ‘Life’ 


(Continued from Page 1) 
March 17, when the Life issue 
comes out, but several hundred 
additional mats have already been 
requested. 

A window display card repro- 
ducing the Life spread was also 
supplied each dealer free, but 1,- 
500 additional cards have been or- 
dered at 49¢ each. 

“Advertised in Life’ gummed 
stickers have been ordered ($1 
per 1,000) to the tune of 700,000. 

String tags to hang on every 
service unit sent out by dealers 
have been ordered to the tune of 
150,000, at 60¢ per thousand. 

Three hundred thousand re- 
prints of the ad have been ordered, 
at a cost of $1.75 per thousand to 
the dealers. 

“Splashes,” a miniature news- 
paper which Culligan sells to deal- 
ers to use as enclosures with their 
monthly bills, will have an un- 
precedented press run of 300,000 
for April (cost: $1.40 per thou- 
sand). The previous all-time high 
order for this publication has been 
75,000. ‘ 


= Two sales contests for dealer 
personnel, exclusive of fulltime 
salesmen, and designed primarily 
for servicemen, are helping push 
the excitement along. The contests, 
for new customers, run from 
March 17 to April 16 and from 
April 17 to May 17, with grand 
prize awards of $250, $150, and 
$100, plus a list of somewhat 


SIGNS UP IN A HURRY 
Sites intelligently Selected. 
leases Secured — Monthly 

check. Mid-West States. One 

or a Hundred. Write, wire 
or phone Jack Baker, Green- 
ville 1238M. 


es Tee. 


smaller awards for each of the in- 
dividual contests. 

Also supplied to dealers for the 
big promotional push are publicity 
releases, radio scripts, and a vari- 
ety of other local and point of pur- 
chase material. 

Frederick, Franz and MacCow- 
en, Chicago, is the Culligan agen- 
cy. 


Washington Adclub 
Once Again Serves 
Up a Hot Prize 


WaAsHINGTON—Turnabout is fair 
play at Washington’s adclub. 

Last December, Station WTOP 
offered a one-minute “aged in the 
audience” spot announcement as 
a door prize at the club’s “Flowing 
Bowl” shindig. That giveaway—as 
AA’s readers will remember—was 
won by Norman Reed, WWDC 
program director, and was used 
last month to promote WWDC’s 
switch to its new frequency (AA, 
Feb. 20). 

Last Tuesday, WWDC put up 
$12.60 in pennies as a prize at the 
adclub luncheon as a means of 
pitching its dial switch to that 
many kc’s. 

You guessed it: The $12.60 was 
won by George Hartford, com- 
mercial manager of WTOP. 


Virco Appoints Mayers Co. 
Virco Co., manufacturer of 
school equipment, public seating, 
and outdoor furniture, has ap- 
pointed Mayers Co., Los Angeles, 
to handle its advertising. An in- 
itial program of direct mail and 
trade publication advertising is 
planned, to be followed by a con- 


‘/sumer campaign. 


Joins Stedfeld & Byrne 


Dale H. Theobald, formerly vice- 
president and manager of the 
Cleveland office of Campbell- 
Sandford Advertising Co., which 
closed last month, has been named 
vice-president and account execu- 
tive of Stedfeld & Byrne Co., 
Cleveland agency. 


and Sunday newspaper. 
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Beville Tells 
6 Fields for TV 
Research Work 


Urges Every-3rd-Week 
TV Ratings; Supports 
New RMA Report on Sets 


Cuicaco—There are six fields 
in which research can make im- 
portant contributions to television 
in 1950, according to Hugh M. Bev- 
ille, director of research for the 


TV Conference 


National Broadcasting Co. 

Mr. Beville outlined the six 
areas in a speech before a panel 
session on video research at the 
National Television Conference 
here Wednesday. 


a The first project, he said, is to 
improve TV set ownership figures. 
NBC has been making its own 
monthly surveys to determine the 
number of television sets in var- 
ious markets, but Mr. Beville em- 
phasized that the network hopes to 
turn the project over to some qual- 
ified industry group as soon as 
possible. 

“The industry needs figures on 
the number of sets in individual 
station areas,” he said. Census Bur- 
eau data will furnish an important 
benchmark on county and city 
television set ownership, but he 
pointed out that the information 
will not be available until 1951. 


a Meanwhile, he continued, agen- 
cies and advertisers may find re- 
vised figures collected by the Ra- 
dio Manufacturers Association val- 
uable. RMA members, which man- 
ufacture about 80% of the sets, 
plan to supply data on receiver 
distribution in 136 major counties 
on a monthly basis, beginning in 
April. 

Previous RMA figures have been 
based on shipments to television 
distributors. The new information, 
however, will carry the figures 
to the dealer level, he said. 

The second area in which re- 
search can make a contribution 
is in measurement of individual 
station areas. Engineering esti- 
mates will never really do the 
job, he said. 

“We must have some sort of 
listener research to prove the area 
of individual station service,” he 
asserted, expressing hope that 
agencies and advertisers will sup- 
port a study of the type made by 
the Broadcast Measurement Bu- 
reau. 

More frequent program ratings 
are the third field for research in 
1950, he said. “Most of the pro- 
gram rating services now operate 
on a monthly basis... but be- 
cause of various TV programs 
heard on a bi-weekly basis, I pro- 
pose that the ratings be made every 
third week, rather than once a 
month.” 


@ He pointed out that such a pro- 
gram would provide 17 reports an- 
nually, rather than 12, and four 
reports in a 13-week period, 
rather than the three which now 
are available. Bi-weekly shows 
thus would receive equal treat- 
ment. 

The television rating services 
have a responsibility to their sub- 
scribers and to the industry to 
check their own measurement 
techniques to see just what is be- 
ing measured, he declared. “The 
TV industry is confused by com- 
peting rating services and needs 
more facts on the merits of each 
technique.” 

NBC, he continued, has decided 
to make its own study of the var- 


* 
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PAUSE FOR LUNCH—Engaged in conversation at a luncheon session of the Nationg ose mail 


points and uses to which each of 
the services can be put. 


s A fourth area for researchers to 
explore is the extent of television 
viewing by non-owners of video 
sets, said Mr. Beville. “There is an 
enormous audience outside the 
ownership circle.” For example, 
a special Pulse study last Septem- 
ber indicated that 42% of non-TV 
families saw video programs at 
least once a week. 

And a special NBC survey in 
New York, recently, indicated that 
about 49% of the total weekly 
audience are viewers who are not 
members of TV families. Even 
though non-owners do not watch 
TV nearly as much as television 
set owners, he argued that the 
non-owners comprise a_ sizable 
portion of the audience and ought 
to be measured. 


a Mr. Beville suggested TV sales 
effectiveness measurements as an- 
other needed development. “Ris- 
ing rates mean advertisers must 
be convinced that television pays. 
It is going to be easier to check 
TV impact than the impact of 
other media... and there are ways 
for checking television’s effective- 
ness.” 

He suggested greater use of pre- 
mium and other offers, and a panel 
survey to determine brand changes 
week by week, as methods for 
compiling such data. 

In addition, he mentioned the 
possibility of a controlled research 
study for national products which 
are promoted through all media. 
“This, of course, will require more 
sophisticated methods of matching 
non-owners and families owning 
receivers,” he said. 


= In recent months, Hofstra Col- 
lege and NBC have been cooperat- 
ing in a survey designed to check 
the effect of television on nation- 
ally advertised consumer products, 
using refined techniques. Results 
of the work are expected to be 
released next month. 

A sixth field for use of research 
techniques lies in helping test the 
effectiveness of TV commercials. 
“We can and must develop tech- 
niques for using the power of 
television effectively, through sur- 
veys analagous to the copy testing 
techniques of printed media.” 

Mr. Beville said he believes that 
this subject provides a real chal- 
lenge, since viewers watch com- 
mercials in a video program for 
several minutes, whereas advertis- 
ers only catch the attention of 
readers of printed media for sev- 
eral seconds. 

Admitting that it will be a slow 
and costly process to pre-test and 
post-test television commercials 


Television Conference last week were Richard Graver (left), vice-president in charge ments. 
of television, Admiral Cerp., and Carl Meyers, chief engineer, WGN-TV, Chicago, f Macy b 
the right are Robert J. Burton, vice-president of Broadcast Music Inc., and angry prot 
E. Davis, executive vice-president, Foote, Cone & Belding, Chicago. acturers } 
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termine the weaknesses, strong; and to measure the depth of pem IMatic dem 


tration, he said that the resulg Jhartment | 
would permit advertisers to Iefhad redu 
sure of what they are doing. from $24.9: 


a Dr. Charles Allen, Northwestem & A spoke 
University professor, told the gaid that L 
meeting of the work Northwestem Jegal depa! 
is doing in gathering video sue. kituation, | 
cess stories in Chicago, at the sug- port as A/ 
gestion of the Chicago Television Heclined c« 
Council. Other n 

He said that eventually he hopedfered Mac 
to have data on about 40 localmerchand 
programs, ten for each Chicagoflectric C 
station. To date, he said, there doesRival Mfg 
not appear to be any yardstick forMatic iror 
measuring the success of a show.fo. for its 

“However,” said Dr. Allen, “weg Still an 
have found that an advertiser canJPormeyer 
spend as little as $35 and be suc-fhe price | 
cessful, or as much as $50,000 onffold elect: 


a network show and be a success... 

You don’t have to be rich to gets In a re 

on TV and have a good show.” air trade 
ailing D 

m Other speakers on the panelf#Macy’s sy! 


were A. C. Nielsen, president off, departm 
the A. C. Nielsen Co., Chicago;§ng the co 
Ward Dorrell, vice-president offair trade 
C. E. Hooper Inc.; Lawrence Ros- hat Macy 
low, general manager, Pulse Inc; stores in 
James Seiler, president of Ameri- losing vol 
can Research Bureau, Washington, and deal 
and Charles Callard, vice-presi-|prices thr 
dent of Jay & Graham Research! Retailin 
Organization (Videodex ratings), |Macy’s ha 
Chicago. Each described rating|lin advanc 
services of his organization. have to : 
levels to 
the fair 
cleared uj 


Outdoor Bureau Elects 
Atwood Board Chairman 
The National Outdoor Advertis- 
ing Bureau elected Harrison At- |FRED W. 
wood, McCann-Erickson executive) New y 
committee chairman, as chairman former ci 
of the board, in a meeting held in M 
New York Wednesday. Mr. Atwood "e”ts’ Ma 
succeeds Henry T. Ewald, presi- his home 
dent of Campbell-Ewald Co., who a brief ill 
has become honorary chairman. Born in 
Henry M. Stevens, vice-presi- to work f 


ious rating services in 1950, to de- 


dent and a director of J. Walter | came it: 
Thompson Co., was named chair- | ster he 
man of the executive committee. ee — 
John M. Paver, president and gen- Mg 
eral manager of the bureau, was Reviews 
reelected. John Johns, vice-presi- |From 193 
dent of Batten, Barton, Durstine & jtion direc 
Osborn, will also continue as sec- | When 1 
retary-treasurer. ulations 
r. Ston 
Starts TV Package Company = fholding 
Berman, Bettenbender & Taylor, [For ten y 
a new television production com- |the ABC 
pany, has opened offices at 410 S. J4i,, he : 
Michigan Ave., Chicago 5. Prin- sireulatic 
cipals are Catherine Bettenbender, },. 
Bunny Berman and James R. Tay- | tonal Pt 
lor. as presk 
Credit R 
Name H-R Representatives the Hunc 
H-R Representatives, New York, 
has added three stations to its JAMES 
list—WGFG, Kalamazoo; WJIM NEw | 
and WJIM-TV, Lansing, Mich. One | 74, form 
station, KMPC, Los Angeles, pre- | the Neu 
viously has signed with the new } died Mai 
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Warner, 
of Warr 
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Macy's Store Cuts 
Prices of Fair Trade 


Flectric Housewares 


New YorRK—A move by R. H. 
Macy Co. to cut prices on electrical 
household appliances early last 
eek started a chain reaction in 
New York department stores and 
brought promises of rebates from 

ose maintaining fair trade a- 
greements. 

Macy became the target for 
angry protests of appliance manu- 
acturers March 7 when Landers, 
Frary & Clark withdrew a Coffee- 
Matic demonstrator from the de- 
partment store’s basement. Macy 
had reduced the Coffee-Matic 
from $24.95 to $19.95. 


A spokesman for the company 
aid that Landers, Frary & Clark’s 
gal department was studying the 
ituation, but had nothing to re- 
port as AA went to press. Macy’s 
Heclined comment. 

Other manufacturers that suf- 
ered Macy cuts on fair-traded 
merchandise included General 
lectric Co. for its steam iron; 
Rival Mfg. Co. for its Steam-O- 
atic iron, and Proctor Electric 
.fo. for its Neva-Lift iron. 

Still another cut involved the 
Dormeyer Corp., when Macy’s cut 
e price of the Dormeyer house- 
0 onfold electric food mixer March 6. 
Te 
. gets In a report covering the Macy 
air trade situation March 9, Re- 
ailing Daily pointed out that 
anelMMacy’s symbolized the problem of 
t offi department store’s survival fac- 
ago;ing the competition of violators of 
| Offair trade laws. The report noted 
Ros- that Macy’s and other department 
Inc; stores in New York have been 
eri- losing volume to discount houses 
ton, and dealers slashing fair trade 
esi- prices through “discounts.” 
irch| Retailing Daily also noted that 
gs), |Macy’s had notified manufacturers 
ting in advance that the store would 
have to slash prices to discount 
levels to meet competition until 
tthe fair trade violations were 
cleared up. 


tis- 

At- FRED W. STONE 

“4 New YorkK—Fred W. Stone, 78, 
i former circulation manager of Pa- 
nod Tents’ Magazine, died March 9 at 
ssi- his home in Montclair, N. J., after 
vyho a brief illness. 

Born in Albany, N. Y., he went 
ito work for Outing in 1891 and be- 
lcame its circulation manager. 
Later he held the same post for 
many years with the Review of 
Reviews and The Golden Book. 
From 1932 to 1948 he was circula- 
tion director of Parents’ Magazine. 

When the Audit Bureau of Cir- 
ulations was organized in 1914, 

r. Stone was elected a director, 
holding the position until 1948. 
For ten years he was a member of 
the ABC rules committee. In addi- 
tion, he served as chairman of the 
circulation committee of the Na- 
tional Publishers Association, and 
as president of the Mail Order 
Credit Reporting Association and 
the Hundred Million Club. 


JAMES J. WINTERS 

NEw YorK—James J. Winters, 
74, former circulation manager of 
= | the New York World-Telegram, 
died March 7. ; 


LUCIEN T. WARNER 

BRIDGEPORT, CONN.—Lucien T. 
Warner, 72, chairman of the board 
of Warner Bros. Co., corset and 
bra manufacturer, and one of the 
founders of the Brand Names 
Foundation, died March 6 of a 
heart attack. 

During many years as _ vice- 
President of the company, Mr. 
Warner handled all legal matters, 
the export business and was in 
charge of advertising. 

He originated 50-50 cooperative 
advertising in the industry, and 
Stressed the promotion of brand 
Names. 


Last Minute News Flashes 


Monarch Wine Aims at Negro Market 


New Yorx—Monarch Wine Co., which has advertised sporadically 
in Negro media in the past, is running a testimonial campaign for 
Manischewitz Kosher wine in Ebony and 15 leading Negro weeklies. 
The copy will be supplemented by radio—mostly disc jockey shows, 
directed toward the colored audience—in the same major markets. 
Donahue & Coe is the agency. 


Du Pont Opens Promotion for Cellulose Sponges 


New YorkK—E. I, Du Pont de Nemours & Co., through Batten, Barton, 
Durstine & Osborn, launched a campaign on its cellulose sponges in 
The American Weekly and 14 Sunday newspaper supplements on 
March 5 and in the March issue of Good Housekeeping. Newspaper 
copy will run into September, and the magazine ads call for six 
single-column insertions. 


Rootes Steps Up Drive for Hillman Minx 


New York—Rootes Motors Inc. is stepping up advertising on the 
Hillman Minx, British automobile, through Anderson, Davis & Platte. 
Radio spots are being used in Seattle, Portland, San Francisco and Los 
Angeles in the West and Boston, New York and Miami in the East. 
Newspapers will be used in 25 major markets. The schedule is ex- 
pected to run for the remainder of 1950. 


All Five Fairchild Publications Join ABP 


New YorkK—All five of the Fairchild publications have joined the 
Associated Business Publications. These include three dailies—Daily 
News Record, Retailing Daily and Women’s Wear Daily; one weekly, 
Footwear News, and Men’s Wear, a semi-monthly. 


Telex Hearing Aid Goes to H. M. Gross 


MINNEAPOLIS—Telex Inc., manufacturer of hearing aids, has placed 
its account with H. M. Gross Co., Chicago. The company’s new instru- 
ment, which looks like a slightly larger than normal fountain pen, will 
be featured in magazine and newspaper space. Campbell-Mithun for- 
merly had the account. 


New Wallace Silver Pattern to Get Push in May 


WALLINGFORD, Conn.—First copy for a new sterling silver pattern, 
Roma Sea, will be run by R. Wallace & Sons Mfg. Co. in May issues of 
ten magazines. Full-page, four-color ads will appear in Bride’s Maga- 
zine, Good Housekeeping, Guide for the Bride, Harper’s Bazaar, House 
Beautiful, House & Garden, Ladies’ Home Journal, Mademoiselle, Sev- 
enteen and Vogue. Spreads also will run in a number of the magazines 
in June, Ellington & Co., New York, has the account. 


Lipton Starts Full Drive for Frostee 


HosBoken, N. J.—Thomas J. Lipton Inc., which has been testing 
Frostee dessert mix, will introduce its newest product April 10 on 
Arthur Godfrey’s “Talent Scouts” (CBS and CBS-TV). Four-color 
pages will appear in Sunday magazine and comic sections of 145 news- 
papers starting April 16. Frostee is handled by Ruthrauff & Ryan; 
Young & Rubicam handles “Talent Scouts.” 


Big Northwest Air Drive; Other Late News 


Northwest Airlines will launch a record campaign in April with a 
budget of $1,200,000. Emphasis will be on newspapers and national 
magazines. Agency is Cunningham & Walsh. 


e Final selection of media to be used by the Tea Council for its $1,000,- 
000 advertising campaign is expected to be made this week (AA, Feb. 
13). Two slide films have been made telling about the ad campaign 
and will be shown to special groups in 30 cities starting March 20. 


e Directors of Pepsi-Cola Co. last week elected James W. Carkner 
chairman of the executive committee. William B. Forsythe was named 
lst vice-president, chairman of the board of the Pepsi-Cola Co. of 
Canada and of Pepsi-Cola Ltd., London, and president of Compania 
Pepsi-Cola de Cuba. Herbert L. Barnet was elected vice-president in 
charge of domestic operations. Mr, Carkner, a former Pepsi v.p., was re- 
cently president of Loft Inc. 


e Book Find Club, New York, has appointed William Warren, Jackson 
& Delaney to handle experimental radio advertising. Present plans call 
for several weeks of testing 15-minute programs on WQXR. Roeding 
& Arnold continues to handle the account on all other media. 


e@ American Safety Razor Corp. will break a 1950 campaign for the 
A. S. R. lighter with a page in the March 27 Life. Federal Advertising 
Agency handles the account. 


e@ Ray R. Eppert, vice-president in charge of marketing, Burroughs 
Adding Machine Co., New York, has been elected president of the 
Office Equipment Manufacturers Institute. 


e Colgate-Palmolive-Peet Co. is running two 500-line “reminder” in- 
sertions in a long list of newspapers, calling attention to the double- 
your-money-back guarantee on its line of toiletries. Copy is adapted 
from a similar run about a year ago. Sherman-Marquette is placing it. 


e@ National Advertising Agency Network has elected W. H. Long Co., 
York, Pa., to membership. 


e P. Ballantine & Sons, Liebmann Breweries, and F. & M. Schaefer 
Brewing Co. broke campaigns in metropolitan newspapers today to 
herald 1950’s bock beer, which went to distributors March 9. John F. 
Trommer Inc. (Federal Advertising) kicked off its campaign in 40 
newspapers covering Connecticut, New Jersey and New York March 
10. Ballantine (J. Walter Thompson) will use 30 newspapers to reach 
Rhode Island, New Jersey and New York, and bock commercials on 
“Believe It or Not,” NBC-TV show. Liebmann will push Rheingold in 
New York newspapers, plus spots on five stations, through Foote, Cone 
& Belding. 


e Crosley Division, Avco Mfg. Corp., will support its Shelvador cam- 
paign this spring by using four mailings (two broadsides, a tabloid 
newspaper, and a letter offering a baster premium) to housewives, 
through Reuben H. Donnelley Corp. The baster may be obtained 
free by visiting the dealer named in the mailing pieces. 


@ Mars Inc., Chicago, had not yet selected a new agency as AA went to 
press last week, but a decision may be reached later this month. Grant 


Advertising now has the account. 


MANAGERS—Star performers at the re- 

cent Gallagher & Burton sales meeting in 

Louisville were Ace Ebbesen (left), gen- 

eral advertising manager, and Henry 

Morris, general sales manager of Wil- 
liam Jameson & Co, 


New Army Wire 
Can Carry 100TV 


Programs at Once 


Fr. Monmouth, N. J.—The Ar- 
my Signal Corps last week re- 
vealed it has developed a new 
wire, capable of carrying as many 
as 100 different television pro- 
grams at one time. 

The new single-strand wire, ac- 
cording to Signal Corps engineer- 
ing laboratory officials, is simple, 
efficient and inexpensive to manu- 
facture. Inventor of the new wire 
is Dr. Georg Goubau, a German 
refugee. 


# The wire is enamel-coated and 
radio waves travel along its sur- 
face—the surface wave transmis- 
sion principle. 

Signal Corps officials said that 
the new wire could be used in 
place of the coaxial cable to pro- 
vide inexpensive TV transmission 
facilities to non-connected cities 
and could be used for a phone sys- 
tem in which users could see as 
well as talk to other users. The 
Army intends to use the wire pri- 
marily to improve its radar opera- 
tions. 

The fact that many video pro- 
grams may be carried at the same 
time, inexpensively, ultimately 
may have a tremendous effect on 
television program schedules. 


Liquidation Ahead 
for Cohen, Goldman 


New YorK—Cohen, Goldman & 
Co., 60-year old men’s clothier, 
which ranks among the 10 leading 
producers in the United States 
with estimated annual sales of 
$15,000,000 to $18,000,000, is pre- 
paring to liquidate and go out of 
business, Manfred Goldman, presi- 
dent, announced last week. 

A letter advising of the com- 
pany’s decision to retire from busi- 
ness is being sent to its 1,200 re- 
tail accounts throughout the coun- 
try. 

“This regrettable action was 
made necessary because conditions 
prevented us from serving our 
customers as we have heretofore,” 
Mr. Goldman said. He refused to 
amplify the statement. 


a The company, which makes 
Worsted-Tex, Tropi-Tex and Knit- 
Tex, will not show a line of men’s 
clothing for the fall season. Fac- 
tories are operated by the com- 
pany at Baltimore, Md. New 
Bern, N. C., and Poughkeepsie and 
Syracuse, N. Y. 

The company had been spend- 
ing about $200,000 annually in 
advertising, through Cecil & Pres- 
brey, and last year used back cov- 
ers in This Week Magazine and 


New York Times Magazine. 
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Who Has Argentine 
Airline Account? 
We, Says Buchanan 


New YorkK—Last week it was a 
mystery as to who, if anybody, 
has the Flota Aerea Mercante Ar- 
gentina (the Argentine airline) ac- 
count. 

Buchanan & Co. said it was 
signed in January to handle adver- 
tising for the South American air- 
line, which will start operating to 
New York this spring. A Buchanan 
source reported the “contract is 
locked in a safe.” 

On the other hand, the New 
York office of Fama said no agen- 
cy has been appointed. A spokes- 
man for the U. S. representative of 
the airlines told AA that bids from 
12 agencies have been forwarded 
to Buenos Aires where a decision 
will be made. She said the agency 
appointment is expected to be an- 
nounced by the end of the month. 


a Caples Co. was the previous 
agency of record for the airline, 
but it placed no copy since the 
company at that time had not been 
certified as a scheduled operator. 
Caples is one of the agencies now 
bidding for the account. 

Among the other agencies being 
considered, according to the Fama 
New York office, are Charles W. 
Hoyt Co.; Berringham, Castleman 
& Pierce; J. Walter Thompson Co.; 
Cecil & Presbrey, and Fletcher D. 
Richards Inc. 


Carroll Suspends 
As Representative; 
O’Mara Benefits 


New YorK—Dan A. Carroll Co., 
newspaper publishers’ representa- 
tive, will be dissolved April 1, 
after 46 years in business. 

Its present accounts—Washing- 
ton Star, Toronto Telegram, Mon- 
treal Star (week end edition) and 
Montreal Standard—will be taken 
over by O’Mara & Ormsbee on that 
date. Dan Carroll, president and 
son of the late founder of the Car- 
roll company, will become asso- 
ciated with O’Mara & Ormsbee. 
The senior Carroll died in 1946. 

John E. Lutz Co. will continue 
to represent the Washington Star 
in the Midwest and Far West. 

The Washington and Montreal 
newspapers have been represented 
by the Carroll organization since 
its establishment in 1904. Carroll 
at one time represented the Phila- 
delphia Bulletin, Detroit News and 
the Booth Newspapers of Michi- 
gan, all of which opened their own 
sales offices in New York. 


s For O’Mara & Ormsbee, acquisi- 
tion of the Washington Star and 
Canadian papers means addition 
of four more top linage leaders 
to its present group of 14. 

The others represented are the 
Atlanta Journal, Bee newspapers 
of California, Columbus Dispatch, 
Los Angeles Mirror, Milwaukee 
Journal, Newark News, Omaha 
World-Herald, Salt Lake City 
Tribune-Telegram, Seattle Times, 
and the Hilo Tribune-Herald and 
Honolulu Star-Bulletin in Hawaii. 


Gulf Sponsors Ross Again 
Lanny Ross, who previously 
worked for Gulf Oil Corp. on TV, 
will sell Gulfspray insecticide in 
a Monday-through-Friday 15-min- 
ute series over Mutual, starting 
May 1 at 12:15 p.m. Time was 
bought through Young & Rubicam. 
Mr. Ross’s song session has been 
an MBS sustainer for some time. 


Reichner Shifts Agencies 
Morgan Reichner Inc., New 
York, merchandising and adver- 
tising consultant, who has had his 
office with William Von Zehle & 
Co., New York, will shift to Robert 
Conahay Associates for the same 
service April 1. Reichner has 
moved from 25 W. 43rd St. to 


366 Fifth Ave. 
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Miles’ Waddington Demands Radio 
Nets Cut Rates in Major TV Cities 


(Continued from Page 1) 
justify and it is perilous to borrow 
from proven radio to subsidize 
unknown television.” The 4,500,000 
homes having television sets, he 
declared, “offer a small field com- 
pared to the 39,281,000 U.S. radio 
homes estimated by Nielsen in 
1949.” 

Miles Laboratories has been tele- 
casting a video version of its “Quiz 
Kids” show for some time. This 
video experiment, Mr. Wadding- 
ton said, has brought the problem 
of circulation per dollar into sharp 
focus. 


gs The time has come, he declared, 
for advertisers to measure tele- 
vision on a “cost per something” 
basis. “Even at its best, the number 
of homes per dollar [reached by 
TV] is a rather small figure and, 
assuming that television is several 
times as effective as any other me- 
dium, it still falls short on this 
homes per dollar measurement. 
“When a TV program such as 
ours,” he concluded, “is put on 
with its attendant difficulties and 
uncertainties; when it is imposed 
on an advertising plan that pres- 
ently covers the field and with 
which it apparently cannot com- 
pete on a ‘cost per something’ 
basis; when the product and mar- 
ket are such that small sales gains 


THE a7 corey ine. 


481 6. Dearborn St., Chicago 5, Illinois 


are difficult to measure and assign; 
and when programming costs are 
high and network facilities costs 
are rising by leaps and bounds— 
we must find some strong argu- 
ments to prove that TV is a wise 
investment for us, today.” 

In his keynote speech, John B. 
McLaughlin, advertising and sales 
promotion manager of Kraft Foods 
Co., told the 250 television execu- 
tives and station operators that 
two pressing problems are facing 
television now. 

The first, he said, is that of 
maintaining quality programs. The 
second, and more important, is 
whether spot advertisers should 
be allowed to coast along in the 
wake of large commercial sponsors 
and reap the benefits they do not 
pay for. 


a “We all have to face this spot 
announcement problem,” he said, 
“and the sooner the better. Look 
what happened to radio. Today it 
is no longer profitable for a radio 
advertiser to carry an hour show. 

“Back in 1933,’”” Mr. McLaughlin 
continued, “Kraft Foods Co. had 
the first two-hour show in radio. 
It was expensive, but it paid off 
in a big way. That isn’t even true 
of the one-hour radio show today. 
Not so long ago there were some 
20 or more full-hour shows on the 
air. Today, I believe, there are 
only two or three. 

“Here is an exact case in point,” 
he said. “Kraft, like many others, 
has an expensive one-hour tele- 
vision show. It was the first one- 
hour dramatic show on the air. We 
have spent and are spending not 
thousands, but literally millions of 
dollars to make this show good 


Do you know how 


SAN DIEGO 


ranks with 


Population 


Atlanta, Ga. . . 442,294 
Birmingham, Ala. 407,871 
Dallas, Tex. . . 342,046 
Denver, Colo.. . 384,372 
Indianapolis, Ind. 460,926 
Louisville, Ky. . 420,216 
Memphis Tenn. . 305,510 
Providence, R. |. 431,917 
Rochester, N. Y. 381,373 
St. Paul, Minn. . 331,570 
Seattle, Wash. . 407,630 
Toledo, Ohio . . 341,663 


SAN DIEGO, CALIF. 425,361 


All population figures are for City 
Zone and are taken trom SRDS 
Consumer Markets 1949-50 Edition 


Do you know that San 
Diego is an isolated, con- 
centrated market, 125 
miles away from Los 
Angeles... that San Diego 
has its own wholesale and 
jobbing channels... that 
its people and its distri- 
bution system must be sold 
locally! 


The San Diego Union and 
Tribune-Sun offers the 
one best way to cover this 
big, busy market thor- 
oughly at low advertising 
cost, Ask the West-Holliday 


man. 


UNION and TRIBUNE-SUN 


Morning, Evening and Sunday | 
in California’s New Major Market. 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., Inc. 


New York + Detroit» Chicago + Denver Seattle+ Portiand+ San Francisco*Los Angeles 


LUNCHEON CHAT—Lovis J. Nelson, media director of Wade Advertising Agency, 
standing, stopped to exchange a few words with H. S. Thompson, advertising man- 
ager, Miles Laboratories, at the TV meeting last week. Mildred B. Dudley, space 
buyer, Le Vally Inc. (left), and Lois Thompson, Robert Meeker Associates, look on. 


entertainment. 

“Now it is beginning to pay off 
for us. But how do you think we 
feel when we see somebody else 
come along and take advantage oi 
the audience which we have helpec 
to build? Often, because of his 
greatly lowered time cost, the spot 
buyer is able to spend more money 
on dramatic commercials than we 
can. He really gets a greater im- 
pact on our audiences than we do 
ourselves. 


s “And now in television, not only 
may we have one passenger riding 
on our coat tails but many times 
two or three. They are riding for 
nickels, compared to our invest- 
ment. 

“I think,” he concluded, “that 
this problem is even more serious 
in television that it ever was in 
radio. I know there is the question 
of where individual stations can 
make their money, a situation of 
the local program versus the big 
network shows. But [TV spot an- 
nouncements] are one problem I 
think the networks and stations 
have to work out.” 

Budd Gore, advertising manager 
of Marshall Field & Co., Chicago, 
made an impressive plea for elimi- 
nation of crime and violence in 
television programming. 

He cautioned advertisers and 
agencies to take a second look at 
the effect of TV on children. Tele- 
vision’s impact, he said, “is a bur- 
den not to be carried lightly.” 

Blood and thunder, Mr. Gore 
continued, is the easy way to gain 
a large audience, “but is it wise 
to kidnap the young at the expense 
of alienating the parents?” . 


ws The constructive, he said, can be 
and is exciting. “You don’t have 
to sink to the level of crime, cor- 
ruption, cliff-hanging, shooting, 
stabbing, fighting, hair-raising 
scripts to gain a high Hooper or 
a potent Pulse.” 


Citing Marshall Field’s own 


show as an example, he asserted: 
“The ‘Adventures of Uncle Mistle- 
oe’ has proved conclusively that 
a constructively created program, 
slean, decent and human, can com- 
pete with anything.” (Field’s re- 
cently canceled the show, report- 
2dly because of high costs.) 

And as for the people who con- 
tinue to ask for proof of the effec- 
tiveness of the television medium, 
he declared: “Show me the me- 
dium that is not productive. It is 
you and I who must prove pro- 
ductive.” 

A. L. Johnson, advertising man- 
ager of International Shoe Co., St. 
Louis, told the group of the success 
International has had in boosting 
shoe sales through television. 


ms The company bought part of 
“Howdy Doody” for Poll Parrot 
shoes last September, as a test. In 
half of the cities covered, the brand 


had good distribution, in the other|_ . 


half, it did not. Purpose of the 
purchase was to find out if the TV 
show would increase traffic in 
areas where distribution was good 
and if it would help build distribu- 
tion in the other half of the mar- 
kets covered. 

Results in both areas were so 
good that the company bought part 
of “Lucky Pup” for its Sundial 
shoes. In two or three weeks, In- 
ternational Shoe plans to take over 
half of “Super Circus.” 

Mr. Johnson admitted that while 
sales and distribution were in- 
creased, he does not know whether 
or not the television shows are 
profitable, after considering costs. 
But he promised that by the end 
of 1950 the company will know 
whether TV pays. 


= Phil Creden, advertising mana- 
ger of Hines Lumber Co., Chicago, 
advised prospective video adver- 
tisers not to overlook the profit 
possibilities in educational pro- 
grams. 

“People are thirsting for knowl- 
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edge,” he said, “especially a 
those products they have to 
themselves. At Hines Lumber 
even though we only sell a 

we feel that we have to give™ 
recipe with everything we sell™ 


sw His company, he continued, 
lieves it has found the answer 
the “Walt’s Workshop” pro 
a local show in which viewers @& 
painlessly taught lumber te 
nology and how to build and i 
pair items in the household. 

“To have a successful TV 
mercial,” Mr. Creden said, 
is necessary to have a salesman 
the selling, but not from a scrigf 
Announcers who try to memorig 
a script are like a walleyed pike 
In television, the announcer @ 
salesman should know his produe 
and sell, not advertise.” 

Speaking on problems presented 
by network shows, Hal Rorke, 
radio director of J. Walter Thomp- 
son Co., Chicago, said that the 
outstanding TV success stories are 
largely devoted to specialty items, 

For the large advertiser of a 
staple item with a small margin 
of profit, he continued, television 
has proved more successful in get- 
ting merchandise on retailers’ 
shelves than it has in getting such 
merchandise off the shelves and 
into the hands of consumers. 


a “Since the cost of television per 
thousand homes is quite high, it 
seems possible to use TV to build 
distribution, then drop the tele- 
vision for awhile. Station person- 
nel ought to consider selling the 
medium on this basis. 

“Advertisers aren’t going to be- 
come interested in television until 
they can get their money out,” 
said Mr. Rorke. “It is not a ques- 
tion of whether sales can be made 
with TV, but whether enough sales 
can be made to get the full value 
. It is difficult to argue that for 
consumer ads, television today is 
a good buy.” 

William Fisher, account execu- 
tive, Young & Rubicam, Chicago, 
told the conference how the use 
of television spots for O’Cedar 
Corp.’s new wet mop produced 
phenomenal results. 


a The O’Cedar mop is sold at 
about twice the price of competi- 
tive mops, but has several unusual 
features. To promote the product, 
Mr. Fisher said, the company used 
demonstrators, newspapers and 
four TV spots weekly in Chicago. 
O’Cedar used the guarantee 
cards returned by customers to 
compile a list of mop owners. 
Through interviews, it was dis- 
covered that 48% of the purchasers 
were video set owners. Further, 
32% said that they had first heard 
of the mop via television; 25% 
from newspapers; 15% from dem- 
onstrations and the remainder 
from other sources. 

On the basis of the test, Mr. 


Fisher said he is convinced that 


For All The Facts on Industrial 


and Trade Monket Data 


Adve 


i's 
DOE 
bilit 


: oe 
ol aac ae ce Ae rc Ke meas a Ted 
é ee eae 3 = * eRe ae 
— eo ee ae ‘a 
cad ee “34 eee 
2 a bin a % aN 
‘ ——. «= ot cr 
=e at » wi i Br in ho rhe . : : | 
‘ ~ x al * ici i et a ‘ 
' - —— ; ie ie ‘ : 
ie ae =~ a , vay ot aes _ sar yea - es 
par om . - 4 ce = y, : . rans | 
i ey « pai : * ~ * mt va | 
et | , os) 3. BOS 
a, | | com 
i ter 
eal | and 
as a | let 
elev 
ak with 
aie: Hi 
: ar! 
: nres: 
iali 
prog 
7 , said 
aoe ele 
ice " | or a 
a ei 
ua EE | 10W 
° that 
UATE OY =e% erases tes pee t 7 2 . 
eg kat sone ee ee i NG \N a gi 
ree a TIGRAPHING - FILL! : | PA 
Meroe ng — MIMEOGRAPHING | ° 
BP anonessinc - 4 a | trer 
me Dy “1g trib 
= re "| sert 
= ; Swi 
ne | Usit 
i — ® SERy SReiea cet cmnatecate sees ata aiaaraaae pro 
ae LLL LOL TL LA RRR | an 
Pe | qui 
E: 7 = | I 
at but 
oe pro 
bas bec 
Be priv 
: ay ~ 
‘ | eal s 
ee | qui 
oe pea 
sto! 
| ‘Ai 
| 1 
; St., 
” i | “fr 
- enc 
| A { 
- as 
pean the 
3 ae “ 
ee cus 
9 Sl gre 
eae — 
os FRET ET TS RE a PN ee 
7 ee 
. j ( “ 
neo r e Hd] i . 4 
me 5 nDUSTRIAL) ygrker Date Book B ea 
ss ¢ MARKETING) Wumber AF Se gs 
soir . ¢ a es =: “pet = 
te a | serene -é . : Zig” 
atin, ee f enn “a - = 
ini eee ‘ e sso <, 5 eas oo | <_ om a) 
wees te : ist Ee ote ia tek € wil ante 
ae is Pore sis ec ac oe j 
ee ‘ 
; 7 . 
— ) | _ VHUUSTRTA, 1 ; 
nents : ES : Pett, oo f LS De eee ace ate, : 
ae & SEE a aa - - . abi agg ala Be Re ‘ae Benes ee iC igeed = 
ee, pettmeniniein ee ee, Tee ee Oe! —— ee We * he ic oe a : ov it es 
Ss ~ INDUSTRIAL: MARKET DATA BOOK 
————— ‘ . 'iDAIN BOOK 
— 5 oe sé ee on iT ne ya . ; : m i 4 
aoe ieee The 3 1 
wise ° 
eet wee ie anliie sete es ag aah ne a bras : cid : - = oe ae 4 ee i fate SP One ee Vee". cues 7) Sees ayo eo ahs ik : ; 
eee Oe reece ie PC ee ee ee Pipes Boieel efi easy Raine goth ui areata oo Pe ee he ene , 5 
oa ae ee ers ea ate , ORE a eae Nee Le iy ee oe Ce eae oat ar el OS asl 2 a glee see aire A AO ie ee po ee Se ee am 
: oer 2 ee er ee men ne ee lee ee Pape ee eS ce eee Ee 


2° 


arhe & 


Advertising Age, March 13, 1950 


DOES TV PAY OFF?—Members of the panel which discussed television's profit possi- 
bilities at the second annual National Television Conference in Chicago last week 
compare notes at lunch. Seated, left to right, are Hal Rorke, radio director, J. Wal- 
ter Thompson Co., Chicago; Holman Faust, account executive, Schwimmer & Scott, 
and Phil Creden, advertising manager, Edward Hines Lumber Co., Chicago. Standing, 
left to right, are Ted Crofut of Sarra Inc., Chicago; L. E. Waddington, radio and 
TV director, Miles Laboratories, Elkhart, Ind., and William Fisher of Young & Rubi- 
cam, Chicago. 
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evision can compete successfully 
ith newspapers—at least when 
to promote O’Cedar mops. 
Harry Goodman, president of 
arry Goodman Productions, ad- 
essed the group on the poten- 
jialities of television participation 
rograms. Participation shows, he 
said, can be designed to make 
elevision profitable for the small- 
x advertiser. 


s In order to do the promotion job, 
aowever, Mr. Goodman said 
that the program emcee must be 
a good salesman, must know the 
product and be sold on it himself. 
A participation show can do a 
tremendous job in building dis- 
tribution for a product, he as- 
serted, and cited Wizard Wick and 
Swift’s peanut butter as examples. 
Using Goodman’s telephone quiz 
program in New York, Wizard 
Wick distribution was increased 
quickly and profitably. 

In the case of Swift’s peanut 
butter, it was difficult to get the 
product in New York chain stores, 
because the chains had their own 
private brand peanut butters. 
However, 11 weeks after the 
company began using the telephone 
quiz, he said, it had placed Swift’s 
peanut butter in all of the chain 
stores and boosted sales 700%. 


‘American Way’ Calendar 


Wall Catalog Co., 59 E. Madison 
St., Chicago 3, has produced a 1951 
“free enterprise story book” cal- 
endar for sale to calendar users. 
A small wall calendar, it contains 
a separate sheet for each week in 
the year, and each sheet contains a 
different illustrated message, 
about equally divided between dis- 
cussions of the tax situation and 
inspirational messages on the 
greatness of America. 


Henry Klein, V. P. 
of BBDO, Dies 


New YorK—Henry Clay Klein, 
59, a vice-president of Batten, 
Barton, Durstine & Osborn, died 
suddenly March 7 while en route 
to Philadelphia. 

He was born in Muncie, Ind., 
and following his graduation from 
Staunton Military Academy, joined 
the Columbia Broadcasting Sys- 
tem in Chicago and later was as- 
sociated with J. Walter Thompson 
Co. He wrote and produced radio 
programs for the network and the 
agency. 

In 1935 Mr. Klein joined the 
Chicago office of BBDO as radio 
director. He moved in 1940 to the 
New York office, where he as- 
sisted Arthur Pryor Jr., head of all 
radio activities for BBDO, in de- 
veloping new program ideas and 
talent. 

Mr. Klein was elected a vice- 
president in February, 1948. For 
the past few years he has served 
as account group head for the 
agency’s activities on behalf of the 
Curtis Publishing Co. 


HAROLD E. MAPLES 

New YorK—Harold E. Maples, 
59, vice-chairman of the board 
and general manager of Albert 
Frank-Guenther Law Inc., died 
March 5 at St. Petersburg, Fla. A 
veteran of World War 1, Mr. 
Maples began his career as a 
clerk for the Erie Railroad and 
advanced to passenger agent here. 

In 1928 he resigned to join the 
advertising agency, and in 1945 
was elected to the positions he 
held at his death. He was a direc- 
tor of Upland Meadows Inc., a 
dairy concern, and breeder of 
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prize Ayrshire cattle at Keene, 
N. Y. He resided at Closter, N. J. 


JOHN LYNCH 

CHEBEAGUE ISLAND, Me.—John 
Lynch, 28, a copywriter employed 
by Ted Bates & Co., New York, 
was found dead March 5 with a 
bullet hole through his head in 
a secluded lane near his summer 
cottage here, apparently a victim 
of suicide. 

Mr. Lynch had been in the copy 
department of the Bates agency 
since March, 1949. 


MYRON DOUGLAS 

PHILADELPHIA—Myron E. Doug- 
las, 74, former circulation man- 
ager and a director of the Curtis 
Publishing Co., died March 5 at 
Miami, Fla. 

He had served with Curtis since 
1900. He retired in October, 1929. 


C. L. MUENCH 


WATERTOWN, Mass.—C. Law- 
rence Muench, 55, president of 
Hood Rubber Co., a division of the 
B. F. Goodrich Co., died unexpect- 
edly March 6. 

Mr. Muench joined the Hood 
Rubber Co. in 1918. He was made 
merchandise manager two years 
later and sales manager in 1927. 
Twelve years later he became ex- 
ecutive vice-president and in 1940 
president. 


FRANK McDONOUGH 

Des Mornes—Frank W. McDon- 
ough, 44, editor of Better Homes & 
Gardens, died of a heart attack on 
March 4 at Mercy Hospital here. 
He had been associated with Mere- 
dith Publishing Co. for nearly 22 
years, the last 12 of which he 
served as editor of BH&G. 


LAWRENCE EVERLING 


PHILADELPHIA—Lawrence I. Ev- 
erling, 50, president of Lawrence I. 
Everling Inc., was killed March 5 
following a fall from his 13th floor 
office suite in the Robinson Bldg. 
The Everling agency had just oc- 


cupied the new offices, having 
moved from 1700 Walnut St. 

A brother, Harry Everling, said 
the advertising executive had been 
under a doctor’s care because of 
overwork. 

Mr. Everling founded his own 
agency ten years ago. Prior to that 
he was a vice-president of Richard 
A. Foley Advertising Agency Inc. 


LE ROY W. CHANDLER 

DaLttas—Le Roy W. Chandler, 
69, formerly head of Chandler 
Advertising Agency, Dallas, and 
at one time advertising manager 
of Architectural Record, New York, 
died here March 3. 

He was also formerly associated 
with Mid-Continent Advertising 
Co. and Johnston Printing & Ad- 
vertising Co., both in Dallas. He 


came to Dallas from New York in 


1918. 


LEONARD D. TAYLOR 

New YorK—Leonard D. Taylor, 
51, an account executive with Vi- 
deo Varieties Corp., producer of 
television film programs, business 
motion pictures and slide films, 
died March 2 of virus pneumonia. 
He was formerly an account ex- 
ecutive with WNJR, Newark, N. J., 
and with WJZ-TV here. He was as- 
sociated with the Hearst Newspa- 
pers in Chicago before coming east. 


Opens Package Design Service 


Lucian Bernhard Package De- 
sign Service has been formed at 


1 E. 53rd St., New York, to serve} : 


manufacturers, agencies and pack- 


agers. This marks the return of] | 
Lucian Bernhard to the package] | 


design field. He is known for his 
posters and for the series of print- 
ing types bearing his name. 


Kling Opens Detroit Office 


Kling Studios Inc., Chicago, has 
opened a new office in Detroit at 
1928 Guardian Bldg. Stanley H. 
Jack, formerly in the creative di- 
vision of Ewell & Thurber Asso- 
ciates, Chicago, has been named 
resident manager for Kling in De- 
troit. 
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Hazelton Succeeds Leach 
at Auerbach Associates 


Harold Hazelton succeeds Albert 
M. Leach as advertising and pub- 
licity executive at Alfred Auerbach 
Associates, New York. Mr. Leach 
has resigned and will leave shortly 
for a trip around the world before 
settling in San Francisco. 

Mr. Hazelton formerly was ad- 
vertising manager of the custom 
products department of RCA Vic- 
tor, and before that was associated 
with Hanly, Hicks & Montgomery, 
New York. 


Nielsen Signs Ted Bates 


Ted Bates & Co. has signed a 
two-year agreement with A. C. 
Nielsen Co., Chicago, for the 
National Nielsen Radio Index 
Class “A” Service, including the 
non-network optional feature. 
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ELECTRIC cooking... 
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ecsqynre ASSOCIATION 


COLOR FOR RANGES—A colorfu 
valentine for homemakers was ad- 
dressed to Chicago Tribune readers 
Feb. 14 by the Electric Association. 
Featuring the electric ranges of ten 
manufacturers, the full page newsprint 
color copy placed exclusively in the 
Tribune in Chicago was the kickoff in 
a drive for greater sales in the multi- 
billion dollar Chicago market. ‘i R. 
Pershall Co. is the agency. (Adv. 


Sell America’s Highway Travel Market 


ADVERTISE IN THE ONLY NATIONAL MAGAZINE EXCLUSIVELY. 
SERVING THE BEST INTERESTS AND PLEASURES 
OF ALL HIGHWAY TRAVELERS 


Partial List of Advertisers Selling America’s Highway Travel Market 


Co. of Ameri 


HIGHWAY 
PLEASURE 


Y AND COURTESY 


OFFICIAL PUBLICATION 


Edwards, O. M. Co. 
Firestone Tire & Rubber Co. 
Fixible Co. 

Gray Line Sight-Seeing 
General American 

Transportation Co. 
General Motors— 

Guide Lamp Division 
Goodyear Tire & Rubber Co. 
Libby Owens Ford Glass Co. 
Luminator Co. 

Pittsburgh Plate Glass Co. 
Raybestos-Manhattan 

Sexton, John, & Co. 

Socony Vacuum Oil Co., Inc. 
The Texas Company 

Zoliner Machine Works 


Tallahassee 


& Public Relations— 
Indianapolis 


Jacksonville 


Business & Research 


Publicity Bureau—Denver 
Cuban Tourist Commission— 


Havana 
Florida Advertising Commission— 


Indiana Department of Commerce 


Jacksonville Tourist Bureau— 


Manitoba Government Travel & 
Publicity Bureau—Winnipeg 
Minnesota Department of 


Development—St. Pau! 
Mississippi Agricultural & 

Industrial Bourd—Jackson 
Missouri State Department of 


Peninsula & Occidental Steam- 
ship Line—New York City 

State of Pennsylvania—Harrisburg 

Spokane Chamber of 
Commerce—Spokane 

St. Petersburg Chamber of 
Commerce—St. Petersburg 

Tennessee Division of State 
Information—Nashville 

Vancouver Tourist Commission— 
Vancouver 

Virginia Conservation 
Commission—Richmond 

Wisconsin Conservation 
Department—Madison 

West Virginia Publicity— 
Charleston 

Province of Quebec—Quebec 


Reservation & D 
Jefferson City 


Helena 


500,000 
CIRCULATION 


Acadian Lines ~ 
Alaska Coachways 
BYN Bus Lines 
Canadian Coachways 
Provincial Transport 
SMT System 


East Michigan Tourist 


Montana Chamber of Commerce— 


Association—Bay City 
West Michigan Tourist & Resort 
Association—Grand Rapids 
Southeastern Michigan Tourist & 
Publicity Association—Detroit 
ny ei > 


Hotel Book-Cadillac—Detroit 
Bristol Hotel—Havana 

Crossman Hotel—Alexandria Bay 
The Curtis Hotel—Minneapolis 
Detroit-Leland Hotel—Detroit 
Floridan Hotel—Tampa 

Jung Hotel—New Orleans 

la Concha Hotel—Key West 
Lincoln Hotel—Havana 

Miami Colonial Hotel—Miami 


Upper P. 


GUARANTEE 


Established 
1929 


Burea 


Asheville Chamber of 
Commerce——Asheville 

British Columbia Government 
Travel Bureau—Victoria 

Canadian Government Travel 


Canadian National Exhibit— 
Toronto 
Colorado State Advertising & 


Fredericton 


Commerce—Albany 
wa 
Bureau—Toronto 
Oregon State 
Information—Salem 


Bureau—Marquette cs 
New Brunswick Travel Bureau— 


New York State Department of 
h . Ontario Travel & Publicity 
i | ighway Travel 


Netherland Hotel—Miami Beach 
Olds Hotel—tLensing 

Onondaga Hotel—Syracuse 
Overseas Hotel—Key West 
Hotel Pittsburgher—Pittsburgh 
St. Regis Hotel—Winnipeg 
Hotel Syracuse—Syracuse 
Tuller Hotel—Detroit 
Williamsburg Lodge & Inn 


AMERICA’S LEADING HIGHWAY TRAVEL MAGAZINE 
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FOR PEOPLE WHO ARE GOING PLACES 
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SELL merchandise. 
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Haire editors lead a double life. First and foremost, they have the never-ending job 


roto word te 


of delivering the specific “know-how” to the specialized retailers in each field. 


But Haire editors are not chained to their desks! You’ll find them addressing 
buyers’ clinics . . . conducting merchandising forums. . . staging promotional events. . . 


sparking manufacturers’ sales meetings . . . delivering radio talks and television 


were se AO er 4 aA 


demonstrations ... participating in the programs of more than a hundred trade 
and buyer groups. 


Au of this intense “in-the-field” activity helps retailers move merchandise . . . further 


establishes Haire editors as the authorities in their fields. Buyers turn to them for information 


obtainable nowhere else. 


| 

T | | 

hat’s why each Haire publication enjoys the profound reader confidence that % 

carries over from the editorial to the advertising pages. And it is this reader confidence that 
helps advertisers sell more goods! : 


For instance, take HOME FURNISHINGS 
MERCHANDISING Typical of the way retailers are 


constantly calling on HFM editors for help — is the current 
demand for the successful HFM-conceived “Plan for Better Living” 
promotion. 


This promotion is a dramatic event designed, organized, written, 
staged and produced entirely by ‘HFM editors—in the stores’ 
own community. It’s an event which actually has sent thousands 
of consumers into the stores of HFM’s readers. 

Advertisers capitalizing on the editorial strength of HFM 


get values which no other home furnishings paper 
can offer. 
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